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Rough Proofs Wilmington Case 


Boston newspapers, which run 
advertising on Page 1, give local 
politicians an annual opportunity to 
become front-page news. 


- ¥ 


Though partially reassured by the 
Gallup poll, Congressmen are still 
wondering how they will look to the 
folks back home in their new role 
as conscript fathers. 


a 


After the draft starts to blow 
those tottering oldsters of 40 or so 
are going to look very good in most 
,dvertising offices. 


v v v 
After reading his stuff for 35 
years, Saturday Evening Post fol- 


lowers have at last been officially 
introduced to Henry Ewald. 


v,gyv*? 


With an account like Hyatt Roller 
Bearing, it’s no wonder the head of 
Campbell-Ewald has been so fre- 
quently compared to Old Man River. 


’ v v 
A brokerage house has 


idvertising in women’s magazines 
on the theory that the hand that 


rocks the cradle also rules the bank | 


iccount. 
v v v 


The new public relations 
paign of the trucking associations is 
based on a survey of consumer 
opinion. If the survey 
motorists, prevailing opinion could 
be summarized in one four-letter 
vord 


v v v 


The only trouble with a public | 


relations campaign for the trucking 


industry is that the copy may not! 


be read by the truck drivers. 


vgy¥ iy 


In his new book Thurman 
complains because the oil companies 
hire men “to smile at poor custom- 
ers and say ‘Happy Motoring.’” Of 
course if they didn’t smile, the price 


of gasoline could be substantially 
educed. 
v v ’ 
The U. S. trust buster condemns 
expensive hokum” of tobacco 


advertising and adds that cigarets 
have become a necessity. Only the 
jumb tobacco farmers think there’s 
some connection. 


v v ’ 
\ hundred years ago every gen- 
tleman carried a_ snuff-box, and 
today Rinso advertises vigorously 


‘that its soap powder is anti-sneeze. 
’ ’ ’ 


‘he Technical Publicity Associa- 
ton has changed its name to Indus- 
rll Advertising Association of New 
York. Now the Travelers’ Protec- 
‘ive Association is alone in its glory. 


’ ’ ’ 


Maybe 
As 


the American Medical 
ciation and the American Man- 
Zement Association can get to- 
gether on an amicable division of 
‘ne 'r vested interests in the alpha- 
det 


Copy Cus. 


started | 


cam- | 


included | 


Arnold | 


| battery 


fo Determine 
Status of ‘Cola’ 


| 
Validity of 200 Marks 
at Stake in Coca-Cola 
| Court Action 


Wilmington, Del., Sept. 17.—With 
'the courtroom resembling an adver- 


, | tising exhibit, the suit of the Coca- | 


|Cola Company, Atlanta, against the 
Nehi Corporation, Columbus, Ga., 
|designed to determine for all time 
ithe trademark status of “Cola,” 
| opened in chancery court yesterday. 
While the major issue is the right 
of the Columbus company to con- 
tinue use of “Crown Cola” 
trademark, the outcome is expected 
to decide the fate of more than 200 
manufacturers and several thousand 
bottlers who have woven the same 
suffix into their trademarks for soft 
drinks. 


In seeking to restrain Nehi, the 
Coca-Cola Company has embroi- 
|dered its case with at least two 
other charges. The first is that 


Nehi has represented to the trade 
that Royal Crown Cola is the same 
mixture of the same ingredients as 
Coca-Cola, but that the former pro- 
vides a wider profit margin. The 
‘second is that under the terms of 
|}an agreement made between the 
two companies in 1923, Nehi agreed 


| to abandon use of “Cola” in any of 
its trademarks. This agreement 
| will be submitted to the court for 


interpretation. 
Claims of Rivals 


The vital question, however, 


is 
whether “Cola” is a generic or 
coined word. Nehi contends that 
“Cola” is merely the name of a 


| tropical nut which has been recog- 
| nized as such since the Middle Ages, 
and that Coca-Cola has 


no more 
|exclusive claim to it than to any 
other term which is in every-day 
usage. 


Coca-Cola holds not only that the 
| word is fanciful, but that the com- 
|pany’s exploitation of “Cola” for 
|many years, involving the expendi- 
ture of huge sums for advertising, 
|has clinched its claim to exclusive 
ownership. 

In line with this reasoning, two 
|of the first witnesses called by the 
of eminent barristers who 
comprise the Coca-Cola counsel 
were William Austin Landers, 
assistant secretary, and Price Gil- 
bert Jr., vice-president in charge of 
advertising. Mr. Landers gave some 
| broad general figures of astronomi- 
cal proportions, while Mr. Gilbert 
went into some detail as to Coca- 
Cola advertising methods. 

During the period from 1892 to 
1939, inclusive, Mr. Landers testi- 
fied, Coca-Cola Company § spent 
$102,751,657 in advertising in the 
United States and foreign countries. 
With this assistance, the company 
was able to produce and market 
643,520,652 gallons of syrup. In 

(Continued on Page 29) 
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NIAA PRESIDENT 


Richard P. Dodds, 

pany, Youngstown, who was named pres- 

ident of the National Industrial Adver- 

tisers Association at its annual meeting 
in Detroit. 


Truscon Steel Com- 


NIAA Told of 


Dual Assignment 
for Advertising 


Is Winning Battle of 


Latin America 


(Other NIAA stortes on Pages 
6-10-25) 

Detroit, Sept. 18.—The 
olf advertising in 
the nation equally strong 
potential conflict and for the peace 
which must ultimately come 
crippled world was interpreted by 
a host of honored prophets at in- 
itial sessions of the National Indus- 
trial Advertisers Association, which 
opened its 18th annual conference 
here today. The 


vital role 


for any 


try’s relations with South America 
which indicated that desperate Nazi 
tactics to capture that market have 
thus far been unable to make much 
headway against Uncle 
ter advertised, better 
perior goods. 
(Continued on Page 29) 


sold and 


helping to make} 


to a) 


NIAA also heard | 
a penetrating analysis of this coun- | 


Sam’s bet- | 
su- | 


Arnold Denies Opposition 
to Use of Advertising 


Concerned Only with 


Restraint of Trade, Says 
Justice Official 


By IRWIN ROBINSON 


Washington, D. C., Sept. 19.- 
Charging critics of the Department 
of Justice with “deliberate 
representation” in their portrayal of 
| the current tobacco suit 


‘Hearn’s Blasts at 
Liquor Situation; 
Joins Price War 


New York, Sept. 19.—Distillers 
were publicly accused of encourag- 
ing violation of fair trade contracts 
here today when Hearn’s Depart- 
ment Store joined the liquor price 
war, declaring in large-space news- 
paper advertising that “certain dis- 
‘tillers and distributors have thrown 
the fair trade act out the window.” 

Copy under the headline “Why a 
Liquor War?” declared that “Ameri- 
ca’s largest liquor store makes this 
daring statement in the interest of 
|the public. Hearn’s opposed price- 
fixing, but the law tied our hands. | 
.| Now the bars are down.” 


|charged that “certain distillers and 
distributors have given lip service 
to the act only to knife it in 
back. They have allowed improper 
rebates and inducements which 
'made it possible for some stores to 
resort to ‘under-the-counter’ chisel- 
ing and special prices for a favored 
‘few, while the majority of liquor 
customers paid higher prices.” 

With the price war several weeks 
lold, prices are off more than $1 a 
‘bottle. Nationally advertised whis- 
| Kies are moving in unprecedented 
volume, and many stores are selling 
| direct from the case without having 


time to stock their shelves. 
Private brands, which were in 
»|heavy demand while advertised 


| products were price fixed under the 
state Feld-Crawford Act, no longer 
|enjoy their former popularity. One 
large retailer said that such brands 
used to make up 25 per cent of his 
|volume, but that they now repre- 
sent only about 10 per cent. 


Last Minute 


News Flashes 


Champion Uses Sunday Roto in Enlarged Promotion 


Toledo, Sept. 20.—A greatly expanded fall and winter advertising 
promotion, in which Sunday roto will be used for the first time, was an- 
nounced today by M. C. Dewitt, vice-president of Champion Spark Plug 


Company. Full-color pages and sp 


reads in tive national weeklies, trade 


and service publications will run with the 600-line roto copy in two 
phases of the campaign—one stressing the importance of new plugs in 
cold weather, and the other built around a special Christmas gift 
package 
James Young Loaned to Defense Commission 
Washington, D. C., Sept. 20.—James W. Young, well-known adver- 
tising executive who has been director of Bureau of Foreign and Do- 
mestic Commerce for the past year, has been loaned to the national 
defense commission as executive for the raw materials division, which 


supervises agricultural and textile 
under Edward R. Stettinius, and s 
Foods Corporation 


products of all kinds. 
ucceeds Clarence 


He will work 
Francis of General 


Carstairs Bros. Starts Big Fall Campaign 


New York, Sept. 20 
140 newspapers, four 
a fall campaign for its White 
months, according to G 
point out the ready acceptance 
using this as reason-why for 
tomers. The campaign begins Sept 


Seal | 


wit 


Carstairs 
magazines, c 


Allen Reader, 


increi 


Bros 


Distilling Company will use 
ar cards and three-sheet posters in 
ine stressing sales successes in recent 


advertising manager. Copy will 
h which the line has been received, 
ised attention from prospective cus- 
26. Lennen & Mitchell is the agency 


tack on advertising, Thurman W. 
Arnold, assistant attorney general in 
charge of the anti-trust division, 
today issued a vigorous denial that 
the department opposes the practice 
of building up demand for a product 
by extensive advertising. Clari- 
fication of Mr. Arnold’s views on 


| this subject was obtained by Apver- 


mis- | 


as an at-| 


In a press statement, the sisal 


the | 


TIsSING AGE during the course of an 
interview here. 

The tobacco case was instituted 
by the filing of criminal charges in 
the United States District Court at 
Lexington, Ky., on July 24, 1940. 
On Sept. 9 the defendants were 
arraigned, 
pleaded not 
guilty, and filed 
numerous 
motions attack- 
| ing the charges. 
Attorneys for 
the eight major 
tobacco com- 
| pany defendants 
have been given 
| until Sept. 23 to 
file their briefs 
in support of these motions. The 
| government has two weeks to file 
|reply briefs and arguments are set 
for Oct. 30 before Judge H. Church 
| Ford 


Thurman Arnold 


“Can Spend All He Pleases” 


“! do not feel free to discuss the 
merits of the tobacco case while it 


is pending,” Mr. Arnold declared. 
“However, I do wish to make it 
clear that the charges which are 


about to be filed in open court have 
nothing to do with preventing any- 
j}one from building up the maximum 
|demand for his products by spend- 
jing all the money he pleases on 
legitimate advertising.” 

The assistant attorney general 
pointed out that the storm of pro- 
test that has arisen over the Justice 
Department's alleged attitude to- 
ward advertising has seemingly 
emanated from only partial perusal 
‘of the information which was filed 
to launch the tobacco suit. Only 
a portion of Paragraph 26 (e) deals 
with advertising, he explained, and 
the statement which precedes the 
reference to advertising is vital to 
the understanding of the full charge 

Paragraph 26 (e) reads fol- 
lows: 


as 


Text of Paragraph 


Defendants the Big Four and 
Philip Morris have further pur- 
sued a common policy of fixing, 
regulating, controlling and tamp- 
ering with the wholesale and re- 
tail prices of their own and 
other tobacco manufacturers’ 
products, for the purpose and 
with the effect of unreasonably 
and unduly restraining and 
eliminating price competition 
among themselves, of suppres- 
sing, eliminating, and unreason 
ably restraining competition from 
other manufacturers, and of un- 
reasonably and unduly restrain- 
ing and controlling the trade of 
retailers and jobbers in defend- 
ants’ and other manufacturers’ 
products. Pursuant to this policy 
said defendants have by exten- 
sive and continuous nationwide 
advertising and various 
schemes created and 
maintained such a public accept- 
ance and demand for their major 
brands that, the offering of such 
products for sale being a neces- 
sary adjunct to the conduct of 
numerous wholesale, retail, and 


sales 
promotion 
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service establishments, such 
establishments are forced to 
handle the products of defend- 
ants and others even on unrea- 
sonable and arbitrary terms, and 
at such prices. Said defendants 
have further effectuated such 
control over resale prices by sell- 
ing direct to selected retail out- 
lets at wholesale terms denied to 
the great majority of retailers, 
by limited offers of advertising 
allowances, special “deals” or 
“free goods,” and of other fav- 
ors, to selected distributors from 
time to time, by advertising re- 
tail prices for their own brands 
—and in some _ instances for 
brands of other manufacturers— 
over the heads of retailers and 
such other manufacturers, and 
by other means, including those 
set out in the paragraph hereof 
numbered 26 (d). (The latter 
paragraph charges the defend- 
ants with following a “common 
policy of domination over the 
practices and policies of dis- 
tributors.”’) 


Not Interested in Waste 


Because many advertising ob- 
servers have linked the inclusion of 
the advertising charge in the to- 
bacco case with references by Mr. 
Arnold to advertising “hokum” in 
his new book, “The Bottlenecks of 


Business,” the assistant stterney | 
general was asked at what point he | 
believes advertising ceases to pos- | 


SHOWS 


" ™ GAIN 
sess economic value and, instead,| “ST '94 ~ 1939 LOSS - 
becomes a waste. CLASS IF ICATLONS -30 ~20 -10 0 10 20 
The anti-trust division is not in- iene 2.3% 
terested in preventing anyone from Grencra -3.8 
spending his money in wasteful peewee 3.0 
ways,” he replied. “If the market! ep awncias <thes 
is free, the problem of waste will | 
nie <8 f itself bec: rasteful Totm Diseray 1.0 
take care of itse because waste al a en 4.0 
people cannot survive competition. iii? seeeitenin 1? 
P ° . * AL ‘ . 
“Neither is the anti-trust di- 
rr : . DEPARTMENT STORES 1.7 
vision concerned with advertising as 
such. We attack the unreasonable 
. Armayys npeigas JANUARY | 10 AUGUST 31, 1940 - 1939 
and coercive use of organized 
power. Sometimes advertising is 
‘one of the weapons by which an or- wuvas, tot 
| ganization destroys a free market. Gewcna. 0.7 
: . - ko AuTOMoT ive 17.8 
|Sometimes the weapon is the un- 
|reasonable use of patents, or cor- FINANCIAL 6.0 
| 
porate merger, or agreements, or Total DisPLay 1.8 
ltrade associations. All of these CLassiFieD 3.4 
'things are legitimate in themselves, ToTak ADVERTISING dud 
_but they may be used for illegiti- DEPARTMENT STORES 2.0 
mate purposes.” 
— oe -%0 -20 -10 0 10 20 30 


Asked to describe an hypothetical 
use of advertising in a coercive 
manner, Mr. Arnold answered: 


Full-Line-Forcing 


Chart by Media Records, Inc., which gives a quick glimpse of newspaper adver- 
tising volume in all classifications for August and the first eight months of 1940. 


It is based on volume in 52 cities. 


NEWSPAPER ADVERTISING TREND 


“The commonest example of the | 


what is called full-line-forcing. 


liquor manufacturer. You spend 


use of advertising as a weapon to | millions advertising White Smoke 
destroy competition is found in | whisky until the nationwide de 


There is no possible 


SN 


. which 55% 


22 Million Dollar Target 


Des Moines Sunday Register. 


In Iowa's $22,103,000 annual drug market adver- 
tisers are sure of dealer cooperation for 84.4% of 
Iowa's 1,433 druggists read the same newspaper 


of their customers read ... The 


Dealers are the triggers on all advertising guns. 


Their action is vital to any successful mer- 


chandising effort. 


tomers; bulls-eye 


the WHOLE Iowa 


Influence your Iowa dealers; actuate their cus- 
market 
through the 353,285 Des Moines Sunday Registe) 


circulation, at Jowest lowa milline rates ($1.70) 


# ‘ jie 
illegality about building up a na- 
On the contrary, that sort of 


because it creates demand for prod- 
ucts and thus distributes more 
goods. This 
hardly needs to be stated. 

“But suppose that after you have 
created this nationwide demand you 
go to the retailer and say, ‘You 
cannot have my White Smoke 
whisky if you carry any competi- 
tor’s whisky.’ Or suppose you say, 
‘You cannot have my White Smoke 
whisky unless you carry all my 


other unadvertised whiskies because | 


I want to hinder my competitor 
from building up a stock in your 
store.’ This the Antitrust Division 
calls an unreasonable use of a power 
which has been acquired by a 
legitimate method. It is this 
reasonable use that is illegal. 


Discusses Plight of 75% 


“Advertising is just one of the 
means of compelling full-line-forc- 
ing. In the movies, block booking 
is a similar kind of thing, but the 
power is not acquired by advertis- 
jing. In the Pullman case, we have 
lattacked contracts which prevent 
railroads from buying competing 
sleeping cars. Here the power is 
built up through contract. 

“In the tobacco suit, the Depart- 
ment charges that a demand built 
up by advertising has been used to 
coerce competitors, jobbers, and re- 
tailers, to eliminate competition, 
and to deprive the consumer of a 
free market. There is no attack 
whatever upon the principle of 
legitimate advertising of cigarets or 
any attempt to stop that kind of 
advertising.” 

Mr. Arnold's reference in his new 
book to the plight of “the 75 per 
cent of the families with incomes 
of $1,500 or less” today suggested 
inquiry as to how, in his opinion, 
these consumers might become 
beneficiaries of any _ distribution 
“bottlenecks” that may be opened 
up. 

“Restraints of trade and price 
fixing are often profitable to per- 
sons in strategic positions, but they 
|cost more to consumers than any 
\form of subsidy because, in effect, 
|they are sales taxes on necessities,” 
he said. 

“Take the building industry as an 


is so obvious that it} 


un- | 


example. In 1936 and 1937 the vol- 
ume of building doubled in New 
York because of government sub- 
sidy. The price of building costs 
rose 25 per cent because the mar- 
ket was not free and various groups 
in the building trades got togethe, 
and pushed it up in spite of the fact 
that there was no shortage of labor 
and no shortage of materials. 


Has No Interest in Advertising 


“What did this mean to the con- 
sumer? First, it meant that he had 
to pay back the subsidies throug} 
increased taxes. Second, it meant 
that he had to pay all over again 
in rents and increased costs of hous- 
ing.” 

As another example, Mr. Arnold 
|also described how gasoline dealers 
in Washington last spring were on 
,the verge of raising prices to con- 
sumers to the extent of about $2.- 
000,000 a year when the Department 
of Justice took steps to prosecutk 
the plan as a conspiracy. The deal- 
ers’ association was dissolved anc 
consumers were said to have been 
spared an extra expenditure of twx 
|cents for every gallon of gasolin 
purchased. 
| Throughout the discussion of dis- 


mand tionwide demand through advertis- | tribution practices in general, and 
It|is so great that every retailer must ing. 
works this way: Suppose you are a|carry White Smoke whisky or lose |advertising should be encouraged |emphasized that the Department o! 
nis customers. 


advertising in particular, Mr. Arnold 


| Justice does not consider legitimate 
| advertising as being within its prov- 
ince. It is the misuse of this in- 
|strumentality that has spurred the 
antitrust division to action, he de- 
clared. 

Although Mr. Arnold and his as- 
|sociates were reluctant to mentior 
by name large-scale users of ad- 
vertising whose promotional activi- 
ties are deemed constructive and 
‘entirely outside the zone of coercion, 
it was learned that the department 
has a high regard for Coca-Cola's 
| advertising and distribution policies 
Curiously enough, one anti-trust 
|aide observed, despite the dominant 
| position attained by Coca-Cola in 
the beverage field, complaints 
charging restraint of trade have 
thus far involved only some of the 
leader's competitors. 


‘Shaw Joins Henri, 
Hurst & McDonald 


J. W. Shaw, director of advertis- 
ing for Purity Bakeries Service 
|Corporation, has resigned to join 
|Henri, Hurst & McDonald, Chicago, 
las a merchandising executive. 
| Mr. Shaw’s experience in the food 
field includes advertising and mer- 
chandising contact and field experi- 
ence on such accounts as Genera! 
Mills, Land o’ Lakes Creameries, 
Shefford Cheese Corporation, Inde- 
|pendent Grocers Alliance and others 


Kastor in Hollywood 

H. W. Kastor & Sons Advertising 
Company, Chicago, has opened 
Hollywood office in charge of Gor- 
don T. Hughes, director of two of 
the programs originating there fo! 
Welch Grape Juice Company and 
Procter & Gamble Company. 


Drops “Home Made” 

Frank G. Shattuck Company, New 
York, has agreed to drop the words 
“Home Made” from its candy ad- 
vertising. 


MAILING SERVICE 


Multigraphing Filling-in 
Addressing—Mimeographing 


THE LETTER SHOP, Inc. 


410 So. Dearborn St. Wabash 8655 
CHICAGO 
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GED: 


AT 10c 


EFFECTIVE JANUARY 1941 ISSUE 


Movie Mirror-Photoplay 


650,000 GUARANTEE 


Largest Magazine in the Screen Field! 


Emerging for 1941 is a new leader in the 
screen magazine field...one of the most promis- 
ing circulation buys in recent magazine history. 
Photoplay, premier screen magazine, long 
Hollywood’s darling, priced at 25¢ a copy for 
all of its twenty-nine years, merges with Movie 
Mirror, Macfadden’s aggressive, younger, pop- 
ularly key-noted 10¢ screen magazine. 


The merged publication is priced at 10¢ a 
copy! The biggest ten cents worth in the field 
incorporates the finest features of Photoplay 
with the finest of Movie Mirror, in Movie Mir- 
ror’s page size and editorial tempo. The cream 
of the creative talents of the editorial staffs! 
Ernest V. Heyn, executive editor of Photoplay 


and Movie Mirror, will now focus his full 
energies on the merged publication, under 
the personal supervision of Fulton Oursler, 
Supervising Editor of Macfadden Publications. 
Launched with all the promotion power of 
the Macfadden newsstand sales organization! 


New guarantee is conservatively set at 
650,000 (latest net paid: Movie Mirror, 
437,000; Photoplay, 414,000). At the reduced 
price, Movie Mirror-Photoplay will naturally 
enjoy a smashing newsstand increase, deliver 
substantial bonuses for the magazine’s indi- 
vidual advertisers and Macfadden Women’s 
Group advertisers. 


PLUSSES! PLUSSES! 
FOR GROUP ADVERTISERS 


While our circulation guarantee is in- 
creased immediately (January 1941 


“Open the 


DETAILS 
RATE 


PROTECTION ..1940 advertisers in Macfadden 
Women's Group, or individual units of Mac- 
fadden Women’s Group or Photoplay, are 


THE COPY 


issue) to 2,250,000, Group advertisers 
are protected at current rates based on 
2,000,000 for the first half of 1941. 


STRENGTH ON STRENGTH! Our 
net paid circulation for the first half of 
1940 was 2,105,000...each unit in the 
Group showed a gain over the corre- 


sponding period last year. 


Thus, on a Group circulation bonus, 
the merger piles a bigger bonus. To 
strength we add strength; we establish 
our screen magazine as the pre-eminent 
leader in the screen field; we establish 
our complete Group as the circulation 
leader in the field of Women’s Groups. 


Throttle!” 


You ask for a personal message to our 
advertisers on the Movie Mirror- 
Photoplay merger . .. I can only say 
this: Instructions have been issued 
to both editorial and circulation 
departments to spare no effort 

in making the merged publica- 

tion a smashing success; a pre- 
eminent leader in the screen magazine 
field, both in terms of circulation 
and as a constructive force in the 


motion picture industry. 


(Bernas 


_|MACFADDEN Women’s GROUP 


1 true ROMANCES - TRUE EXPERIENCES - TRUE LOVE & ROMANCE ~- MOVIE MIRROR-PHOTOPLAY ~- RADIO MIRROR 


protected at current rates through the June 
1941 issue. New rate card in the mail shortly, 


pro rata increases. 


Oe éeesnseus Flat size, 429 lines, conforming to 
Macfadden Women's Group standard size. 


EDITORIAL . . 


Photoplay'’s outstanding features. 25 cent 


. Movie Mirror tempo, embracing 


quality and value for 10¢. 


MARKET...... Mass appeal in har- 
mony with the basic market story st SELL 
of Movie Mirror and the other fe “GEYER ADDY. 


* + « MARKET 
a 6 


units of our Group . . . homoge- 
neous on basic criteria, age, eco- 
nomic status, etc. 


MACFADDEN WOMENS GROU 
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September 23, 1940 


Stahl Joins Kling 

Ben Stahl, well known illustrator, 
has joined Kling & Associates, Chi- 
cago art and photography studio. 
Mr. Stahl has long been a painter 
of note, and last year won the Chi- 
cago Federated Advertising Club 
award for the most distinguished 
commercial illustration of the year. 
His work will be available through 


both the Chicago and New York of- | 


fices of Kling and Associates. 


Ronan Joins Trommer 


Howard Ronan, formerly with the 
American-Hawaiian Steamship 
Company, New York, has joined 
the advertising department of John 
F. Trommer Inc., Brooklyn, N. Y., 
in the Orange, N. J., plant. He 
succeeds Errol Hollomon, who has 
been promoted to the sales depart- 
ment. 


Ivel Adds Wintersteen 


R. L. Wintersteen, formerly with 
Windocraft, Buffalo, has been ap- 
pointed vice-president in charge of 
the Eastern Great Lakes division of 
Ivel Corporation, New York, display 
and exhibit builder. He was pre- 
viously with Upson Company, Lock- 
port, N. Y. 


Moss in Chicago 

Curtis Moss has joined the Chi- 
cago sales staff of Family Circle. 
ADVERTISING AGE recently reported 
that he was in the magazine’s San 
Francisco office. 


“Star-Telegram” Appoints 


The Leader Star-Telegram, Lake- 
land, Fla., has appointed Theis & 


| Simpson Company, New York, as 


national representative. 


Lowers Sights 


in New Campaign 
Middle Class 


Where Explained 


Chicago, Sept. 18.—Sales analysis 
which revealed that despite the rel- 
atively high price of its organs, 
middle-bracket income families 
have accounted for the major share 


Market 
New Goal; What, How, 


thorough overhauling of advertising 
policies of Hammond Instrument 
|Company. 

| In its early days, the company 


assumed, since its line of electrical | 


organs was priced at from $1,000 to 
twice that amount, that its primary 
/market lay among that select group 


‘to which money is no object. While | 


considerable volume of business 
'has resulted from its cultivation of 
|such a clientele, it is overshadowed 
in size by the amount derived from 
comparatively humble citizens, who 


weigh the merits of a product care- | 


fully before they sign on the dotted 


line and who, more often than not, | 


need to utilize the instalment plan 
in order to keep their income and 
outgo approximately in balance. 


Hammond dealers have long been | 


‘everyday sales, and the company 
itself decided that this system. 
apparently now accepted as a com- 
monplace in the American economy 
is worth featuring in its magazine 
advertising. Accordingly, curren: 
copy is giving considerable promi- 
nence to the advice to “Put th: 
Hammond organ in your home fo: 
only $150 down.” 

Of what and whom does the aver 
age man or woman think when th: 
question of buying an organ arises’ 
Hammond gave long and prayerfu! 
consideration to this question and 
|decided that perhaps its previous 
copy has been somewhat too grandi- 
}ose. Many music lovers are prone 
|to visualize an organ as belonging 
to such institutions as churches o1 
moving picture palaces exclusively 


of the business has resulted in a_ using the instalment method in their | If they thought of one being owned 
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. » »« OR, WHO CHANGES THE OWNER’S MIND AFTER 


HE’S BEEN SOLD BY ADS IN THE ‘/onswmer Magazines ?” 


Like thousands of other middle class 
families, the Wilsons had decided to 
build. But because they had known 
Contractor John Duffy for years, 
and because they felt unable to 
word an architect, they bought a 
stock plan and trusted John to give 
them a good job. 


. and we'd like to use XYZ in- 
sulating sheathing,” Mr. Wilson is 
explaining. “We've read the ads, 
and its sounds like a fine idea.” 


“AIL right if you say so, Walter,” 
says John in his slow way, “but...” 


So the Wilsons didn’t use XYZ 
sheathing. As a matter of fact, 


XYZ would have done a good job 
for them. But John Duffy had 
never used it, wasn't sold on it. The 


wa 


Ais > ; , it one 
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XYZ salesman had tried repeatedly 
to see John Duffy, but he was always 
out on a job. Evenings, he was 
likely to be talking to people like the 
Wilsons. So he had never had the 


real story of XYZ. 


XYZ could have 
Builder to tell him. 


used Practical 
He reads this 

So 5 ne seaman amare, 

_— SERVING 70,000 

' BUILOING EXPERTS 


lively, dependable, informative pa- 
per every month for news of what's 
new in building. He scans the ads 
most carefully. But XYZ didn't 
regard John and his 70,000 brother 
contractors as important——that is, 
not important enough, 


Get your story to the contractor 
through the pages of Practical 
Builder! He is an all-important link 
in your sales chain. You can sell 
him—get him on your side—by tell- 
ing your sales story in the paper 
he reads religiously, month after 
month. 


Let our representative give you the 
facts. Write or phone Industrial 
Publications, Inc., 59 KE. Van Buren 
St., Chicago, Il. 


‘by an individual, they probably 
conceived him as a millionaire, on 
whose huge estate stood an 18-room 
castle in which his treasures were 
‘housed. If this line of reasoning 
is accurate, Hammond advertising 
created a demand for its organs, 
while inferentially denying the abil- 
ity of the thrifty, hard-working 
average business man to either buy 
or accommodate it. 

What kind of dealers sell organs’ 
|Hammond has veered around to the 
|attitude that the typical organ dealer 
is not widely known in his com- 
/munity, and that many potential 
buyers would not have the slightest 
idea who he is or where he may be 
‘found. Accordingly, all future ad- 
vertising will advise the reader to 
consult his classified telephone di- 
/rectory in order to translate that 
budding impulse into action 


Compactness Is Told 


Thus the new campaign is 
;couched in the simplest and most 
'easily understood terms. It empha- 
| sizes the compactness of the Ham- 
| mond organ, which “occupies but a 
| four-foot square.” “It’s easy to 
|play,” the copy continues, “and it’s 
|as easy to own as a low-priced car 
Go to your Hammond dealer. Learn 
“how your basic knowledge of the 
piano keyboard will let you start 
|playing now! And learn about the 
free lessons you can have when you 
| buy your Hammond organ.” This is 
another device, incidentally, which 
was long ago adopted by the dealer, 
| but which has received little acclaim 
|in the advertising of some manu- 
facturers. 

The fall campaign will run in 
color in Newsweek and The Satur- 
|day Evening Post, with special copy 
|for the Novachord appearing in The 
New Yorker. This copy will be sup- 
ported by separate campaigns in 
religious publications and deale: 
papers. The George H. Hartman 
Company handles the account. 


To Promote Pledge Line 


Ohio Cosmetics Company, Fre 
mont, O., is introducing Pledge, «4 
new line of nail cosmetics in self- 
applicator tubes. Magazines and 
business papers will be used to pro 
mote the product, which is being 
distributed at present to syndicat 
stores. Ferry-Hanly Company, Nev 
York, is the agency. 


The October 1940 Issue of 


Molor Wes! 


will be the 


Annual New-Car 
and Show Number 


It will have an enlarged distribu 
tion throughout the Far Weste: 
automotive sales and service trad 
now restocking for 1941 busine 

and at the New York, Los Angels 
and San Francisco Shows 


Advertising copy for the Show 
issue can be handled as lat 
as noon Monday, October 7th 
but earlier copy is suggeste 
in order that we may have 

opportunity to submit prooi 
for O. K. before press time 


4 
2 


MOTOR WEST PUBLISHING CO. 
808-809 Rives-Strong Bldg. 
Los Angeles, Calif. 
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Snatitutions 


EQUIPPING - FURNISHING - DECORATING « MAINTAINING - REMODELING 


When you consult your advertising agency 


60,000 COPIES 


you obtain the counsel of professional men 


Your advertising in INSTITUTIONS pengeeinn is printed each month in ie 
ee ear ee ee eee a with accurate information on the various media 
Hotels Apartment buildings : ° P * ° 
Restaurants and Cafes Railroads and dining car systems | —you receive an unbiased opinion regarding 
Cafeterias Steamship lines . 2 . 
Howth syle the best possible advertising medium for your 
natoriums Wholesale D. t ts of , 
Schools Depetmest Teves particular product. 
Universities Asylums 
Homes for Aged, Fraternal, Penal instituti = it 
Vet ott. enal institutions and jails ie 
Nimes es Hed, oe. Power and gas companies A sk your A gency abo ut INSTITUTIONS 
Y.M.C.A.'s Government institutions ’ oie a 
Y.W.C A's Motels (Motor Courts) Magazine ese Your agency is in a position 
Clubs Dietitians 
Outfitters or jobbers Hessdheapen to show you WHY the institutions reached 
Janitor supply houses Architects specializing in b b bI h | b 
Commercial buildings institutions i j i i 
ed sag A cen y this publication should be considered as 
Companies Manufacturers’ Agents 


“large consumers. The importance of reach- 
ing the more than 250,000 individual men 
and women who control the purchases of over 
60,000 institutions will also be explained. 


250,000 READERS 


Your advertising in INSTITUTIONS 
Magazine is re each month by more 
than 250,000 men and women who con- 
trol the purchases in these institutions. 
These buying readers are found in the 
above classifications. 


Then, too, you will receive the benefits of 
the agency's accumulated knowledge regarding 
the advantages offered by the planned editorial 
and advertising policy of INSTITUTIONS 
Magazine—how it is dedicated solely to those 


iw problems of benefit to this type of reader. 


See your agency today and discuss thoroughly 
| the functions and services of INSTITUTIONS 
Magazine outlined in “Our Tell All Album.” 


If you have not already received your copy of “Our 
Tell All Album,” write for it today. Comprehensively 
covers all phases of INSTITUTIONS Magazine. Each 


subject treated separately on loose leaf sheets. 
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How fo Sell 


Own Management 
Big NIAA Query 


Detroit, Sept. 19.—How to extract 
a healthy advertising appropriation 
from an economy-minded board of 
directors represented the common 
denominator in at least three of the 
clinics staged by chapters of the 
National Industrial Advertisers As- 
sociation this afternoon. Mean- 
while, the problem of evaluating 
readership of business papers held 
the stage at a joint meeting of pub- 
lishers and advertisers. 

In a clinic held by the St. Louis 
Marketing Council, C. B. Dietrich, 
Wagner Electric Company, said that 
the budget question resolves itself 
into presenting a plan to get busi- 
ness, rather than one to spend 
money for advertising. If the ad- 


vertising manager sketches an out- | 


line of a definite job to be done, he 
will usually find management will- 
ing to sign the checks. This method, 
he said, 


tising manager as to his superiors, 


| alysis 


/opposing a 


| tion of 
|asserted that the advertising man- 


is as valuable to the adver- | 


which 
neglected. 
Mr. Dietrich went on 
percentage of 
the foundation for advertising ex- 
penditures, insisting that it in- 


might otherwise be 


record as 
sales as 


|creases pressure on prospects when 


it is least needed, decreases it when 
most needed. 


Field Work Needed 


L. Hamilton, Dumore Com- 
pany, Racine, Wis.. presided at a 
meeting of the Milwaukee 
Industrial Advertisers, 


Associa- 
and 


ager who gets out in the field and 
thus acquires a first-hand knowl- 
edge of sales and advertising prob- 
lems, can speak to management 
with such authority that it will 
readily grant a reasonable appro- 
priation. 


Glen Niessen, Cutler-Hammer 
Mfg. Company, recommended the 
unique idea of operating on a 


month-to-month basis as far as ap- 
propriations are concerned. This 
involves 12 meetings yearly be- 
tween management and the adver- 
tising department, 
better chance to absorb 
| point of the other. 


the view- 


The Indiana Chapter’s clinic also | 
| heard a 


recommendation that the 


since it forces him to indulge in an- | advertising manager cut the chains 


| from 


giving each a| 


which bind him to his desk and be- 
come a kind of assistant sales man- 
ager. H. W. Fortey, Warner & Swa- 
sey Company, said this is the best 
way for the advertising manager to 
add to his prestige, while F. B. Heit- 
kamp, American Type Founders 
Sales Corporation, said the creative 
thinking of the advertising man- 
ager is a stimulant to sales execu- 
tives when it is based on knowledge 
sequired in the field. 


Anpraising the Readers 


The advertisers-publishers clinic 
was held under leadership of R. O. 
Eastman, New York research spe- 
cialist, and Keith B. Lydiard, Alan 
B. Sanger Company, New York 
agency. Accepting a_ challenge 
the publishers, the co-chair- 
men laid down this outline of things 


the advertiser wants to know about | 


any given publication: 

1. How many of the kind of peo- 
ple the advertiser wishes to reach 
and who are interested in his type 
of product read the paper? 

2. Why are these men reading 
the paper? What are they trying 
to get out of it’ 

3. Advertisers want more quali- 
tative, rather than quantitative in- 
formation about publications. 

Discussion brought out the con- 
sensus that the solution to the read- 
ership survey problem may be for 


NATIONAL ADVERTISING IN 


WALL STREET JOURNAL 


up 637 IN AUGUST 


With an increase of 63‘: 


\dvertising — August 


with August 1939 — The 


Journal continues its national-advertising 


gains, 
$$$ For eight months 
compared with last. 
$$ Why? 


$$$ dnswer: In 


at low cost. 


$$$ The Wall Street 


more readers, per advertising dollar. among 


active 


panies with assets of over $1,000,000 than 


any other publication. 


LO40 compared 


The Wall 


Journal shows a gain of 33‘ 


The Wall Street Journal. 


you get sure contact with important people 


Journal gives 


management-execultives of 


in National $$$ 


Wall Street 
convert 
into 


$$$ Ach 


ticulars. 


Street 


this year 


WALL STREET JOURNAL 


you 


com- 


it in their ofhees at 


Interest om 


action. 


Phone HAnover 


BO per cent of its subseribers read 


their desks. where 


secretary and telephone are at hand to 


your advertisement 


for further interesting 


2-3115. 


par- 


advertisers of like interests to un-| 
derwrite continuing readership sur- 
veys of the publications serving 
their markets, with independent re- 


search organizations handling the 
studies. 
The involved question of long 


versus short copy came in for an 
airing at the clinic on copy. A new 
issue was injected when a debate 
arose over the meaning of “Tell all” 
copy. The majority took the atti- 
tude that any attempt at literal 
translation of this phrase would be 
fatal, 
mation should be given to induce 
the reader to take some action. 

A demonstration of the Starch 


method of making readership sur- |} 


veys was given and elicited consid- 
j}erable criticism as far as its adap- 
tation to the business paper field is 
concerned. 


Atlantic Oil to 
Televise Penn 
Football Games 


Philadelphia, Sept. 19.—Televi- 
sion receiver owners in this area 
will be able to view University of 
Pennsylvania football games this 
fall from their living room easy 
chairs as the result of a new tele- 
vision experiment to be made by 
Atlantic Refining Company in coop- 
eration with Philco Radio & Tele- 
vision Corporation and the Univer- 
sity. 

All six home games on the Penn 
schedule will be telecast over the 
Philco experimental outlet, Station 
W3XE, beginning with the season’s 
opener against Maryland Oct. 5. 
The description of the play on the 
field will be picked up from the 
regular play-by-play broadcast, 
also sponsored by Atlantic. 

A series of tests in program tech- 
nique will be carried on by Philco 
and N. W. Ayer & Son, the Atlantic 
agency for sports’ broadcasting. 
| Advertising messages between the 
|} halves, and before and after the 
|}game, will be dramatized in a 
variety of ways. During the quar- 
ters, television shots of Atlantic 
displays will replace oral commer- 
cials. 


Requires 10 Engineers 


A crew of ten engineers will be 
in charge of operations. Images 
and sound will be sent to a relay 
transmitter located on top of Con- 
vention Hall, from which the pro- 
gram will be relayed by ultra short 
wave to the Philco experimental 
station. Transmission will be on 
525 lines in an effort to 
greater clarity and detail than pre- 
viously achieved with 441 lines. 

Oil advertisers seem to be taking 
the lead in television pioneering. 
Standard Oil Company of New 
Jersey conducted the first regularly 
sponsored news telecasts over the 
National Broadcasting Company 
station in New York, and Sun Oil 
Company also used the same facili- 
ties for television experiments with 
the Lowell Thomas news program. 
Both have been forced off the air 
since the NBC transmitter had to 


be taken out of service in order to} 
comply with the Federal Communi- | 


cations Commission order to move 
to a new channel to make way for 
frequency modulation broadcasting. 


KTAR Transmitter 
Completed Nov. 15 


The new 5,000 watt transmitter 
of KTAR, Phoenix, key station of 
the Arizona Broadcasting Company, 


will be completed Nov. 15, Dick 
Lewis, general manager of the ABC 


network, announced. It 
Arizona’s first 5,000 watt transmit- 
ter and the Inland Southwest’s first 
directional antenna. 


will be 


The KTAR expansion program 
also includes remodeling and en- 
largement of its downtown offices 


and studios 


Women’s Group to Meet 


The 
Gamma 


national convention of 
Alpha Chi, national profes- 
sional advertising fraternity for 
women, will be held Oct. 11-12 at 
Washington State College, Pullman. 
Wash. Mary Gist of the Burroughs 
Mail Advertising Agency, Los An- 
geles, is president 


and that only enough infor- | 


obtain | 


All Year Club 
Beats Drums for 
‘Sun Festival’ 


Los Angeles, Sept. 18.—Every 
‘known route to the attention of 
America will be followed by the 
All-Year Club of Southern Califor- 
nia this fall to exploit the winter 
season as the All-Winter “Sun Fes- 
tival.” Not only has the winter 
advertising budget been increased 
50 per cent but every effort is being 
made to foster cooperation on the 
part of all agencies benefitting from 
winter travel. 

Three objectives are back of the 
| program: to compete with Florida's 
much larger winter advertising 
budget; to lengthen the winter sea- 
son by starting it earlier; to offset 
the war jitters reaction which is 
expected to be discouraging to 
travel this winter. 

An impressive array of some 300 
events such as pageants, fiestas, rose 
parades and football games occur- 
ring this winter will make up the 
“Sun Festival” program. Railroads, 
airlines, bus lines, steamship lines, 
touring organizations, automotive 
companies, tire companies, petro- 
leum companies, hotels, apartments, 
resorts, department stores and ap- 
parel manufacturers, are counted on 
to do their part in publicizing these 
activities. 

D. D. Durr, manager of the Los 
Angeles Newspaper Publishers 
Association, is chairman of the com- 
mittee in charge of the program. 
Charles Levitt, for the past four 
years promotion director in south- 
ern California for the Golden Gate 
International Exposition, has been 
retained as special coordinator 


Carstairs, Runner 
Name Baker Agency 


Carstairs Bros. Distilling Com- 
pany, New York, has appointed 
Lynn Baker Company, New York, 


to direct advertising of its Harmony 
line. Lennen & Mitchell, New York, 
will continue to handle the White 
Seal line. 

Runner Products Corporation, 
Wheeling, has appointed the agency 
for Tips, antiseptic breath deodor- 
ant. 


Plan Poster Discussion 


A round table discussion on poste 
design will be held at the gallery 
of A-D Magazine, 130 W. 46th street, 
New York, Oct. 2. Speakers will be 
Herbert Bayer, Lucian Bernhard, 
Joseph Binder, Jean Carlu, E. Mc- 
| Knight Kauffer, Sascha Maurer and 
|Howard Scott. 


Eye’ CATCHERS 


Bs, America—Hi" 


pe N vou EYE*CATCH 
« will have the newest 
‘ lresses, he new t 
ewest rything Eve*Ca 
. ft Am t 
hur bows are real guys 1 sissies I 
ww x uw { I iY 
ev uet 
t And / ‘ I 
to see the newest Fa t i 
request No obligations 


EYE*CATCHERS, li’. 
10 East 38th Street, New Yo 
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Just what 
the druggist ordere 


PHARMACY 


ees 


~ That man in the corner drug store is an important The dealers who ring up the lion's share of the 


and figure in American business. retail sales are concentrated in 25 big-city markets. 


He can tell some of our biggest tycoons where THIS WEEK, unlike other magazines, is concen- 


$ to get off. And where to advertise their products. trated right there, too. 


It makes us feel pretty good, therefore, that The result: THIS WEEK MAGAZINE gives these 


practically every year since THIS WEEK MAGAZINE 
began, our revenue from drug store products has 
jumped. And the latest leap (164%) has landed us 
on top of the whole magazine heap, for the first 
half of 1940. 

Here's why the drug trade is sold, above all, on 
our “New Method Of Magazine Advertising”. (And 


why so many others are, too): 


‘i . ‘ig a. et a Ser eens 
Pe li it 03 7 

r Pie ys ee ee de a Deve a rhe 

com Paid ‘ bia, “Satre “w Py yy: * 


a J 


important dealers a coverage that matches the next 
4 national weeklies, or the top 4 women’s maga- 
zines, combined .. . 

And gives them, besides that magazine power, 
the local shopping influence of the week-end 
newspaper. 

Try THIS WEEK. It's probably just what your 


dealers ordered, too. 
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‘Loss-Leader’ 
Menace Grows, 
Grocers Told 


‘and Grocery Conference Committee; 
and, following such enactment, for 
distributors in each state to provide 


‘machinery which will operate for | 


‘its enforcement.” In 1941 most of 
the state legislatures will be in 
session, he pointed out. 


Get Less Support 


The products of manufacturers 
|operating under fair trade laws are 


Advertising of F a i | being featured less and less in the 


Trade Products 
Survey Shows 


Cut, 


Del Monte, Cal., Sept. 17.—Retail 
“loss-leader” selling of food prod- 
ucts has assumed a more menacing 
stature in late years and Paul S. 
Willis, president of the Associated 
Grocery Manufacturers of America, 
told the California Retail Grocers 
and Merchants Association here 
yesterday that it’s high time some- 
thing was done about it. He branded 
such steps as have been taken thus 
far as, for the most part, ineffectual. 

“Nevertheless, real progress has 
been made,” he continued. “Today 
members of this industry are con- 
vinced that steps should be taken 
to eliminate ‘loss - leader’ selling, 
and that the best approach is 
through the enactment of the un- 
fair sales bill proposed by the Food 


advertising of grocers since fair | 


trade became operative, according 
| to Mr. Willis. Instead grocers are 
\featuring items which were not 
price cut. “A short while ago we 
made a survey in Ohio and we 
found this,’”’ he continued. “We took 
the month of April for our experi- 
ment. The advertising grocers in 
the cities of Columbus, Dayton, 
Cleveland and Cincinnati featured 
the brands of certain products dur- 
ing the year of 1938, 291 times; in 
1939, 228 times, and in 1940 only 
142 times—a reduction of more than 
50 per cent.” 


Woodson Buys “Bulletin” 


Cc. C. Woodson, who owns the 
controlling interest in the Favorite, 
Bonham, Tex., newspaper, has pur- 
chased the Bulletin, Brownwood, 
I Tex. 


price fixed and which they can) 


Russell Heads Majestic 

John E. Russell, former vice- 
|president of Browning Arms Com- 
pany and its parent holding com- 
pany, the J. M. and M. S. Browning 
Company of St. Louis, has been 
elected president of Majestic Mfg. 
Company, St. Louis, maker of coal 
and gas ranges. He succeeds Carl 
E. Sommer, resigned. 


P&G Auinsuneen Contest 


The 17th annual soap sculpture 
competition sponsored by Procter & 
Gamble Company has been an- 
nounced by the National Soap 
Sculpture Committee, New York. 
Cash prizes totaling $2,200 will be 
awarded in the contest, which closes 
May 15, 1941. 


Somerset Expands Budget 


Somerset Importers, Ltd., New 
York, has inaugurated a campaign 
for King William Scotch whisky in 
100 newspapers from coast to coast, 
| with an appropriation twice as large 
las was ever devoted to the brand 
‘in a similar period. L. H. Hart- 
man Company, New York, is in 
| charge. 


‘Uniforms to Hicks 

| W. Kotkes & Son, New York, 
uniform manufacturer, has placed 
its account with Hicks Advertising 
Agency, New York. 


No Check Likely 
on Consumer 
Movement Growth 


New York, Sept. 17.—The con- 
sumer movement may be expected 


to grow and develop regardless of | 


who is. elected president next 
November, Dr. Kenneth Dameron, 
‘director of the Committee on Con- 
sumer Relations in Advertising, 
|declared here last night. 

| Dr. Dameron spoke at the first of 
'a new series of Printing and Adver- 
tising Clinics, sponsored by General 
Printing Ink Corporation. Sharing 
the platform with him was Ephraim 
Freeman, director of Macy’s Bureau 
of Standards. 

Dr. Dameron branded as “nothing 
short of ridiculous” the statement 
made by some business men that if 
Willkie is elected there will be no 
;consumer relations problem. He 
pointed out that both candidates 
are interested in consumer coopera- 
|tives, with the result that such 
groups are looking forward with the 
| expectation of considerable develop- 
|ment during the next four years. 


tive labeling. He pointed out that 
| consumers are being taught to rea}- 
lize that wise shopping is most essen 
| tial, and that they are applying thi 
|knowledge to shopping problem 
/but are unable to find sufficien: 
yardsticks for the evaluation o; 
products. 
“Industry is in a position to su; 

| ply this consumer demand,” he said 
“The progressive retailer is indus- 
try’s ambassador of good will to thx 
consumer —therefore it behoove: 
industry to strengthen the position 
of these retailers by supplying the 
kind of merchandise and the factua 
|information necessary to bring abou 
improved consumer-retailer rela 
tions.” 


Schick Airs Football 

The Magazine Repeating Razo 
Company, maker of Schick injecto 
razors, is sponsoring all professiona 
football games of the New Yor! 
Giants, including road games. Thx 
broadcasts are being heard ove 
WHN each Sunday. J. M. Mathes 
Inc., is the agency. 


Woodruff Elected 


James Woodruff Jr., manager o 
WRBL, Columbus, Ga., has bee: 
elected president of the Georgi: 
Association of Broadcasters. Othe: 
officers are: Ray Ringson, WRDW 


He urged a constructive approach | Augusta, vice-president; Marjori 
to the consumer relations problem, Willis, WEOL, SRVERNGR, eusCUtin 
; a .’ | secretary. 
decrying the “apologists for busi- 
ness” who have sprung up in recent 
years. “Advertising needs no de- Young Names Korn 
fense but it does need some inter-| The Alexander Young Distillin 
pretation,” he said. Company, Philadelphia, has ap 
pointed J. M. Korn & Co. to direct 
Legislation Likely 


HA aue You at for the 
its advertising and merchandising 
Dr. Dameron : ‘ P : _| beginning Oct. 1. Promotion effort 
7 9 a al pores hang — the num~| will be centered on Y. P. M. Blu: 
:, : caulon Courses |T abel and Y. P. M. Yellow Blend 
. in high sthools and elementary | whiskies 


e- in newspapers, business 
schools is increasing, and that much| papers and outdoor bulletins. 
attention to this subject can be --— 


ne on the part of state} Ace Hardware in Drive 
egislators. 

R Ace Hardware Mfg. Corporatio 
He also predicted that a great) philadelphia, is ieumahing _ direct 
many states will be considering | mail drive Oct. 1 for its knife sharp- 
legislative proposals next year de-|eners and servespoon. Business 
signed to create state departments | papers also will be used. 
of the consumer. That he sees the 
possibility of a similar development 


on a national basis at Washington | 

was indicated when he asked: “Can p I 8 > 4 i0 C 
° _—_—— 

it be that the present consumer 


He wears a cap and a uniform — 
carries a leather bag slung over 
his shoulder. He calls regularly 
on every prospect in every cor- 


ner of the country, at a cost of 


_ a few cents per call. His age is 
18 to 65. His color is white. unit in the defense program is the In lots of 100 or more 

wn mb i maa . i. <i - , Use actual photos in your catalogs, portfolios, direct 
” - bro or black. His number is forerunner of a federal department | mai “Gloss, prints of your products tell. your ster) 
90,000. He is the United States of the consumer?” more dramatically and effectively; help increase sales 

angie , ; Just send us a photo and we will do the rest. 

mail carrier. Mr. Freeman described some of Send for quotations on any other size 

-_ 


|Macy’s experiences with informa- Commercial Photo, 41 W. 45th, N. Y. C. 


Put the world’s greatest salesman on your payroll. He'll take your sales message 
to every prospect in the nation in a few days — or to any desired group at any given 
time. He'll bring back inquiries that can be turned into sales, or actual orders if you 
want him to. He has a place in virtually every successful merchandising scheme. Let 
us help you put him to work by means of the following Buckley-Dement services: 


E 
Mailing Addressing and 
. : Consumer, business and pro- Fast, accurate addressing 
P ee fessional lists of all sorts service by hand, typewriter 
a 


; printed promotion to back up and localize national or other advertising 
BUCKLEY, DEMENT & COMPANY 
1300 JACKSON BOULEVARD CHICAGO, ILLINOIS 
The Nations Direct Mail Aduertising House 
3 ; 6 i a ? Sages 
+3 ie 43 % gee’ oes se 


Printing and 
Imprinting 

Make our plant your nation- 
al headquarters for offset 
and letterpress printing and 
dealer imprinting. Best 
equipped department in 
Middle West. Capacity. 
1,000,000 imprints daily. 


built to order from your 
specifications. Territorial or 
financial limitations as 
needed. Every Buckley-De- 
ment list guaranteed. 


Merchandise 
Sampling 


Best facilities for handling 
both national and territorial 
sampling campaigns. We 
print enclosures, pack, ad- 
dress and mail samples, in 
lots of a few thousand or 
many millions. 


or addressing machine. Eco- 
nomical mailing list mainte- 
nance. Complete mailing 
service for national or local 
campaigns. 


Advertisers and advertising agencies located out of Chicago find our central 
location a marked advantage in handling national campaigns. Advertising 
mail moves swiftly to all markets from Chicago, the nation’s most important 


transportation center. 


Write or phone about your advertising plans and get our suggestions for 
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SOME THINK IT’S A MATTER OF DIET. 


\, Gee We think it’s a matter of business. Your business, too. 
e sales — 

it. 

+. ¢ You see, our Market Research Department knows the 
—aeeneiell 


grocers of New York City pretty well. The boys in the 
department keep in close and constant touch with them. 
And they tell us that the grocers who serve average and 
above-average income families are usually pretty well 
fed individuals. While the grocers whose business is 
with below-average income families are more inclined 


to be lean individuals. 


We figure it this way. The grocers who sell to average 
and above-average income families, although these are 
only 54% of all families in the city, sell between 60% 
and 70% of all generally advertised grocery products 
sold in the city. The other grocers, although there are 


more of them, divide the smaller share of the business. 


Better business is what fattens the grocers in what we 
call the Profit Half of the New York market—Profit Half 
because it buys more, buys more often, is easier and less 


costly and therefore more profitable to sell. 


In this Profit Half, The New York Times reaches one of 
the largest groups of housewives reached by any news- 
paper anywhere — 221,840 weekdays, 414,180 Sun- 
days. If you’d like to fatten your sales and profits in the 
rich New York market, now is a good time to get in 
touch with us. 


The New Pork Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 


ADVERTISING OFFICES: CHICAGO * DETROIT» LOS ANGELES * SAN FRANCISCO 
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Business Papers 


Given Awards for 
Editorial Work 


Detroit, Sept. 19.—Fourteen busi- 
ness paper editors were honored 
here today when Industrial Market- 
ing presented its annual awards for | 
editorial achievement at a luncheon 
session of the National Industrial 
Advertisers Association conference. 
The honors were divided among five 
classifications, as follows: 

For the best series of articles or | 
editorials published during the) 
twelve months ending July 31, 1940: | 
first award, Machine Design, for a| 
series of five articles on “Photo- 
elastic Analysis in Commercial Prac- 
tice.’ Award of Merit, Automotive 
Industries, for a continuing series 


—_ 


Standardization.” 
For Best Article 


For the best single article or edi- 
torial published: first award, Metals 
and Alloys, for an article, “The In- 
dustrial Application of Austemper- 
ing.” Award of Merit, Electric 
Light and Power, for an article, “Is 
Another Power Grid a Logical De- 
fense Measure?” Award of Merit, 
Modern Plastics, for an _ article, 
“Molded Airplanes for Defense.” 

For the best pictorial reporting 
job: first award, The Oil Weekly, 
for a pictorial exposition on ‘“Sci- 
ence of Today’s Oil Field Explora- 
tion.” Award of Merit, The Ex- 
plosives Engineer, for a_ pictorial 
presentation of “Bingham Canyon 
Operations of Utah Copper Com- 
pany.”’ Award of Merit, Metal Prog- 
ress, for a pictorial story on “Cru- 
cible Steel Made in America.” 
Special Award, Architectural Rec- 
ord, for excellence of illustrative 
technique used in its feature, “Home 
Office Building, The Bankers Life 
Company.” 


Other Awards Given 


For the best employe relations 
editorial program: first award, The 
Petroleum Engineer, for its series 
of articles, “This Industry of Ours, 
An Inside Look at the Oil Industry 
and the Lot of Those Who Serve It.” 

For the greatest improvement in 
typography, design, and general ap- 
pearance: first award: American 
Wine & Liquor Journal. Awards 
of merit, S. A. E. Journal and 
Southwest Builder and Contractor. 

Presentation of the awards was 
made by Harry Neal Baum, man- 
ager, advertising and publicity, Fair- 
banks, Morse & Co., chairman of the 
jury of awards which also included 
W. D. Murphy, advertising manager, 
Sloan Valve Company, and vice- 
president, National Industrial Ad- 
vertisers Association; 
hardt, vice-president, 


E. A. Geb-'! 
Commercial | 


Advertising Agency; Ben D. Waldie, | 


Loma 


IN THE 9% RETAIL MARKET 


KSTP 


The Northwest's Leading Radio Station 


———w\w—— 


NBC 
BASIC RED NETWORK 


MINNEAPOLIS 
ST. PAUL, MINN. 


Behel & Waldie, agency; and Douglas 


C. McMurtrie, director of typog- 
raphy, Ludlow Typograph Com- 
pany. 


The competition was established 
three years ago by Industrial Mar- 
keting to encourage business paper 
editors and to recognize the vast 
amount of outstanding work they 
are doing. In this year’s contest 
100 editors entered a total of 234 
pieces of their work. 


Agency Goes Bankrupt 
Campbell-Lampee, agency for- 
merly located at 370 Lexington ave- 
nue, New York, has filed a volun- 
tary petition in bankruptcy in New 
York federal court. Liabilities of 
$36,170 were listed along with assets | 


Beech-Nut Coffee 
Shows Breakfast 
Scenes of Stars 


New York, Sept. 18.—A galaxy of 
Hollywood notables will start work 
for Beech-Nut Packing Company 
next week when a group of male 
stars and their spouses lend their 
much-photographed faces to a series 
of breakfast table scenes in behalf | 
of Beech-Nut coffee. 

The campaign, to appear in about | 
55 papers east of the Mississippi, | 


will feature the product as “the | 
luxury coffee at the moderate | 
price.” Insertions of 696 lines will 


to 1,001-line copy in the Sunday 
rotogravure sections of the New 
York Times, New York Herald Trib- 
une and Detroit News. The metro- 


politan edition of The New Yorker| Mallory Hat Company, Danbury, . 
will also be used. Conn., has begun its fall campaign, P 
Genere| thames of the compel emphasizing wardrobe coordination a 
ampalgn | and the Cravanette process used in P 
will be: “It can happen at any|making Mallory hats. Life and u 
breakfast table!” When Henry | Newsweek are being used and Es- 3 
Fonda, for example, explains his| quire and The Saturday Evening 
early-morning grouch by asking, | Post will be added. The campaign : 
“Who could be cheerful when the sod he jo ong Moennig Mag noe age d 
coffee tastes like this?”, Mrs. Fonda | ,,"2°7-0cke-Vawson, New York, Is s 


|is advised to “humor Henry” with | 


Beech-Nut. 


Other actors to be pictured in| 


William and Fred Allen. The agency 
is Newell-Emmett Company. 


Mallory Promotes Hats 


|the agency. 


Name Johannsen 


of $17,917. 


| be used in the full list, in addition 


similar breakfast scenes are W. C. PR 2 ee ee on 

; . © ; © > iohar ; | 7 In 
Fields, Basil Rathbone, Richard Dix, ‘Hardware, Kansas City. He has : 
William G. Robinson, Charles | heen managing editor of Electrica! . 
Laughton, Pat O’Brien, Warren | Dealer for three years. ¢ 
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In the Service 
of the Consumer 


Good Ko 


fo) » 
HOUSEKEEPING MLZ 


MOUSE KEEPING mak 


of articles on production details of | J 
manufacturing automotive parts. 
Award of Merit, The Iron Age, for 
a series of five articles on “Steel | 
6 


It has never happened in the 31 years since 
Good Housekeeping’s Laboratories were 


founded, and it is not going 


THIS BRIDE, and millions of women like her, 
have put their trust in our Seal of Approval 
... and their confidence is justified! 

If a product does not meet our exacting 
standards, it cannot carry our Seal of Ap- 
proval. No amount of advertising money will 
make it acceptable—because the Good 
Housekeeping Seal of Approval is not for sale. 


FOR EXAMPLE... 

Recently we received an order for $29,000 worth 
of advertising space in Good Housekeeping Mag- 
azine from a manufacturer of canned foods. As 
we always do, we asked for samples of his com- 
plete line, and as we also always do, we went out 
in the open market in Detroit, Boston and New 
York, and bought more samples ... the same 
sort of cans that you, as a consumer, would have 
bought . . . the sort of cans that a bride, trusting 
in the Good Housekeeping Seal of Approval, 
would have bought with perfect confidence /f the 
Seal had been there! 

There were fourteen products in this manufac- 
turer's line, ranging from Vegetable Soup to 
Spaghetti. Our tests showed that six out of the 
fourteen products were fine. You would have 


liked their flavor and quality, wherever you had 


NEW SURVEY SHOWS BRIDES HAVE PARTICULAR 
CONFIDENCE IN GOOD HOUSEKEEPING 


0000 


In Good Housekeeping Bride's Survey just 


Institute wY 


self—read regularly?” 


homemaker, from what magazine do you ex 


... and note this particularly: 


any other magazine when asked: “Is t 


More Brides Read Us... Use Us... Trust in Us... 


ducted ), almost one and one half times as many brides said “Good House keep- 
ing’ as said any other magazine when asked: “What magazine do you—your- 
. over one and one 


“Good Housekeeping” as said any other magazine when asked: ‘As a new 


5 times more BRIDES said “GOOD HOUSEKEEPING” than said 


whose advertising pages you have particular confidence?” 


(Complete details on this recent survey will be gladly furnished on 


to happen now 


bought them. The ofhers, said our laboratories, 

“showed great variation in quality, flavor and 

appearance. In some, the mold count was above 

the tolerance allowed by the Government. In others, 

the quality of the ingredients was below standard.” 
7 7 y 

PROBLEM: Give the Seal of Approval to the good 
products—refuse it to the others, all marketed 
under the same brand name? 

ANSWER: No. “loo confusing to the home- 
maker,”” we said. “In view of the large proportion 
of unacceptable products thus far tested in the 
(name deleted) line, we do not feel it would be 
advisable to give approval on any products of this 
line.” (From report written on January 18th) 

The order for $29,000 of advertising in Good 
Housekeeping Magazine had been received on Janu- 
ary Sth... on January 21st we rejected it. Ad- 
vertising on these same food products has since 
appeared elsewhere —but it has NOT appeared in 
Good Housekeeping Magazine. 


THIS IS ONE OF A SERIES of advertisements, based on 
actual cases, in the files of the Good Housekeeping Labora- 
tories, at 57th St. and 8th Ave., New York City. Here, under 
Katharine Fisher, Home Economist, and Dr. Walter H. Eddy, 
Biochemist, 56 people —engineers, chemists, home economists 
and others—carry on a unique Good Housekeeping editorial 
operation, in the service of the consumer. 


THE MOST DEPENDABLE 
ADVERTISING PAGES 
IN AMERICA 


completed (anonymously con- 


Every product adver- 
half times as many brides said 
tised in every issue of 
Good Housekeeping 
Magazine is backed 
with a MONEY-BACK 


Guaranty. 


pect to get the greatest help?” 


here any one magazine in 


request) 
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Offers $250 Prizes in 
Flexit Contest 

Greggory, Inc., Chicago, maker 
of Flexit, is offering $250 in cash 
prizes to advertisers and display 
men who send in pictures of dis- 
plays in which Flexit paneling is 
used. First prize of $100, 2nd, $50; 
3rd, $25 and 4th to 18th, $5 each. 

Judges are: R. O. Johnson, dis- 
play director, Commonwealth Edi- 
son Company; J. W. Campbell, 
display director of Carson Pirie 
Scott & Co., and R. C. Kash, editor 
of Display World. 


Plan Store Ad Boost 

A survey of 1,000 U. S. depart- 
ment and specialty stores reveals 
40 per cent plan an advertising in- 
crease this fall. 


Join “House Beautiful” 

Don Miller, formerly with Top- 
ping & Lloyd, New York, has 
joined the Eastern sales staff of 
House Beautiful with headquarters 
in New York. Howard M. Dodge, 
formerly with Curtis Publishing 
Company, Chicago, has joined the 
Western sales staff, with headquar- 
ters in Chicago. 


Oldetyme Expands Drive 
Oldetyme Distillers Corporation, 
New York, will expand its news- 
paper campaign for Three Feathers 
whisky for the remainder of 1940. 
Weekly insertions, featuring the 
theme “light as a feather,” are now 
being used and will be stepped up 
later in the season. Peck Advertis- 
ing Agency, New York, is in charge. 


Constant Revision 
fo Replace Editions 
of Encyclopedia 


New York, Sept. 17.—The Ency- 
clopaedia Britannica’s 172-year-old 
policy of issuing numbered editions 
at infrequent intervals will be 
changed and the new plan an- 
nounced through advertising to 
appear in a month or six weeks, it 
was revealed here today by E. H. 
Powell, president of Encyclopaedia 
Britannica, Inc. 


Since the work was first pub- 
lished in Edinburgh, Scotland, back 
in 1768, numbered editions have 


been issued at intervals as long as 
quarter century. For five years 
the publishers have been working 
on a system by which the 25 per 
cent of the content which must be 
changed in each edition will be 
brought up to date every five years 
and every article changed every ten 
years. 

In recent years, the Britannica 
which incidentally was never pub- 
lished in England, despite the name 

has taken other steps to keep up 
to date in these fast-moving times. 
A yearbook, available to subscribers 
for ten years after purchasing the 
set, was instituted, along with a 


« 


or'°290007 


fooU 


pepiny 


RANKS FIRST IN ADVERTISING REVENUE AMONG ALL MONTHLY MAGAZINES... 
FIRST ALSO IN FOOD-ADVERTISING REVENUE AMONG ALL MONTHLY MAGAZINES 


SAGA OF FOODS 


CHANGES IN ANNUAL PER CAPITA CONSUMPTION 
OF PRINCIPAL FOODS DURING LAST I5 YEARS 


VEGETABLES AVG LBS ave .8s PERCENT 
1920- SM» CMANGE 
A : 135 169 25% 
DAIRY PRODUCTS 
ae 355 377 +6% 
FRUITS 
185 195 *5% 
SUGAR & SYRUP 


LEAN MEATS & FISH 
~~ Pn 138 126 9% 
POTATOES 


Cs al 178 5? “12% 


CEREAL PRODUCTS 


wth 229 196 “14% 


Ce ee ea ee 


One of a series of charts relating to the 


dairy industry which National Dairy 
Products Corporation is distributing to 
teachers. They carry no advertising. 


avail- 
same 


research department service 
able to subscribers for the 
period. 

Mr. Powell, speaking before the 
Sales Executives Club of New York, 
told how the Britannica was sold 
only through mail advertising until 
seven years ago when he became 
president. Selling by mail was 
unprofitable, and so salesmen were 
hired to sell the expensive work in 
the same manner as other product 
Sales in the past fou 
increased 400 per cent 


years have 


Uses Varied Appeals 

Mr. Powell, who 
advertising managet 
urer of Sears 


owns the 
mail 


formerly 
and later trea 
, Roebuck & Co., which 
Britannica, declared that 
still used but to 
support rather than to substitute for 
direct selling effort Short letter 
of only one or two paragraphs have 
better results than long 
letters or faney brochures, he said 
The company now has 18 sale 
offices in this country and 
abroad It expects to expand it 
foreign operations when the war i: 
Salesmen are carefully se- 
and thoroughly trained in the 
Different appeals are 
used in mail advertising and direct 
selling, he said, chiefly in order that 
the advertising will take the 
edge off the talk 
In response to a 
the floor, Mr. Powell declared that 
it was impossible to determine the 
exact value of the tie-up with “In- 
formation Please,” but that he wa: 
convinced that it was a wise 
Listeners who send in 
which stump the Canada 
ger Ale experts receive a 
in return for which the Britannica 
receives considerable free advertis- 
ing. This arrangement will be 


Was 


advertising is 


produced 


othe 


ovel 
kk cted 
sales story 


not 
sales 


question from 


move 
questions 
Dry Gin- 


free set, 


con- 


tinued in November when a ney 
sponsor, American Tobacco Com- 
pany, takes over the show 


Koppers Elects S. N. Brown 
Stanley N. Brown has been elected 
a vice-president and director of the 
Koppers Company, Pittsburgh, suc- 
ceeding S. T. Brown, who recently 
retired as treasurer and directo1 


BALTIMORE 


(NOW SEVENTH CITY) 
has grown 50,000 since 1930 


Make your advertising invest- 
ment in a GROWING market; use 
the FIRST CHOICE radio station. 


aAiriMoRe| 
TS B’ 


| RATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 
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Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Trade Mark Registered 


in U. S. Patent Office 


ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 100 E. Ohio St., Chicago 


New York Office, 330 W. 42nd St. 
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Advertising 
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SAN FRANCISCO: Simpson-Reilly, Ltd., 
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The Textbook Problem 


The booklet currently being dis- 
tributed by The American Legion 
Magazine, containing a reprint of 
an article, “Treason in the Text- 
books,” which appeared recently in 


that publication, serves as a re- 


minder that the problem of anti-| 


advertising and anti-business activ- 
ity is still with us, no matter how 


much it may temporarily be over- | 


shadowed by war and politics. 

O. K. Armstrong, author of the 
article, quotes this extremely in- 
teresting paragraph from one dis- 
cussion of teaching, challengingly 
called, “Dare the School Build a 
New Social Order?”: 

“The growth of science and tech- 
nology has carried us into a new 
age where ignorance must be re- 
placed by knowledge, competition 
by cooperation, trust in Providence 
by careful planning, and private 
capitalism by some form of social- 
ized economy.” 

And from that well-known tome, 
“Your Money’s Worth,” which has 
achieved very nearly’ universal 
school use as a reference book, he 
quotes this paragraph: 

“And who do you suppose really 
pays for the advertising? It is you 
and your neighbor and every other 
consumer. The manufacturer adds 
his advertising costs to the price 

. the wholesaler adds his... 
the retailer his. . . Hence it cannot 
be denied that advertising has in- 
creased the cost both of selling and 
of buying goods. Perhaps you may 
ask then, ‘Is advertising neces- 
sary?’” 

Every advertising man knows that 
the latter assumption can and has 
been denied and completely and 
thoroughly refuted; and certainly 


|the statement in the first quotation 


must be replaced with some form 
|of socialized economy falls at least 
|slightly short of the status of ac- 
| cepted fact. 

| Yet statements like these do ap- 
| pear in textbooks, in “outside read- 
/ings” in our schools, and in teach- 
ers’ manuals. The efforts of pub- 
lications, of advertising clubs and 
|associations, and of other groups to 
awaken the general public to the 
unfairness and the danger of this 


children not be indoctrinated with 
fallacious and vicious concepts. 
The task is not an easy one. It 
requires great skill and great tact 
and great understanding, if it is to 
be successful. The advertising 
business world cannot afford to 
place itself in the position of en- 
dorsing only such school material 
as agrees, in Pollyanna fashion, that 
everything is right with our world. 
Business and advertising has no 
quarrel with the presentation in 


long as those viewpoints are pre- 
sented fairly and accurately, and 
without bias. But business and ad- 
vertising and the public at large 
can and should insist that teaching 
methods be such as to develop the 
habit of thought, rather 
indoctrination of preconceived ideas 
and prejudices. The axe-grinder, 
the visionary crusader, the pur- 


half-baked doctrines, has no legiti- 
mate place in the public school 
system. 


Better Exhibit Technique 


American manufacturers are 
spending an increased amount of 
advertising funds in exhibits at 
trade shows and expositions. 


a decided improvement in the tech- 
nique of displaying and demon- 
strating products and their applica- 
tions. Professional design of ex- 
hibits has given their displays far 
greater attention value and interest, 
and therefore has put the exhibitor 
in a position to cash in on his rep- 
resentation. 

For example, the American Roll- 


ing Mill Company has been pro-| 
‘time and other costs are included, | tty these days. 
{| comes 


moting its stainless steel at trade 
exhibits through a method which has 
proved highly effective. Photographs 
in color have been shown on illumi- 
nated slides at the back of its dis- 
play, each picture remaining on 
view for several seconds. An ear- 


| 
One 
result of this greater effort has been 


|phone counter at the front of the 
|exhibit enables visitors to listen to 
recorded synchronized 
with the picture. 

This type of display combines 
| light, color and action, all impor- 
tant attention-getters, with detailed 
sales presentations of direct interest 
to the particular group attending 
| And it gives the sales- 


messages 


the show. 
hevwany in attendance a chance to fol- 


low through with detailed informa- | 


10 Cents a Copy, $2 a Year 


EFFECTIVE ADVERTISING AT POINT OF USE 


Farm Journal and Farmer's Wife 


Ad-libbing 


Dumb Trick 

Agencies and advertisers who'd 
like to get pictures of clients and 
executives into the public prints on 


lto the effect that private enterprise | *®€ occasion of staff changes, ad- 


vancements, etc., might well aid 
their cause, editors tell us, by going 
to the very slight extra trouble of 
identifying photographs completely 

on the back of each photograph— 
when these are sent with releases. 
It seems, according to one more or 
less irate editor, that this simple 
task is too much for publicity de- 


|partments, with the net result that 


if, as sometimes happens on an edi- 
tor’s crowded desk, the photograph 


gets separated from the release it | 


|accompanies, all possibility of iden- 


| 


| 
} 


\type of material should be ap- tification immediately vanishes. This 
plauded and strengthened, to the same editor, still irate, backs up his 
end that impressionable school | plea with the tale of what happened 


to two photographs accompanying 
a release from a prominent com- 
pany reporting that the two gentle- 
men whose portraits were enclosed 
had just been made chairman of the 
board and president of the com- 


and |pany, respectively. But neither 


photograph contained any identifi- 
cation, and this particular editor re- 
fused to guess which gentleman 
was which .. . instead, both photo- 
graphs went into the 


| post-haste. 


| 


than the | 


veyor of half-truths and less than | 
mont Rd., near Buford high- 


P. S. The day after this lament- 


eel + alieeeiilie f pur able incident what should arrive 
schools or elsewhere OF Opposed | but another photograph from an- 
and conflicting viewpoints, just SO| other company. This one went to 


the other extreme, having not only 
the name of the individual but the 
entire release typed right onto the 
reverse side of the photograph. 


WANTED 


Bids for AIR-RAID SHEL- 
TER for 100 customers of THE 
DUTCH BOY DRIVE IN 
CLUB, located at 1901 Pied- 


way. Contractor must be re- 
liable and experienced in 
constructing BOMB-PROOF 
shelters that will withstand any 
thing that Hitler could drop. 
Details HE. 9013. 


National Defense Notes 

The above advertisement § ap- 
peared in the Atlanta Constitution 
and not in a London newspaper as 
|}one might think. The apparent pur- 
|pose is to make the Dutch Boy 
| Drive In Club a safe retreat no mat- 
| ter what happens, although it would 


| seem equally apparent that “HE” | 


|may have some trouble finding a 
contractor experienced in construct- 


ing bomb-proof shelters. 
ltion which may be desired by 
| prospective customers. For Growing Men 
| When all of the expenses for Ideas are springing up like mush- 
space, transportation, salesmen’s|rooms in the men’s clothing indus- 


it is evident that exhibits represen 


in sales | 


From Philadelphia 
word of a “maintenance 
| service” offered by Morville Clothes, 


wastebasket | 


a not unimportant item a 4 ss : 

| promotion. Only by giving them }a retail store. This service is avail- 
; oo j}able on purchase of a $34.50 suit or 

jm value through modern methods topcoat and it guarantees that the 


of showmanship can that expense | store will alter the garment with- 
| be justified. ‘out charge to compensate for any 


expansion or contraction in the cus- 
tomer’s frame within one year after 
purchase. 


Improving on Nature 

| It can be done, thinks the Better 
| Vision Institute, which has issued a 
lrather elaborate booklet 
| “Faces.” Collaborating on the book- 
| let—designed to help one make the 
most of his face and to choose the 
correct type of glasses—are Eddie 
Senz of Paramount Studios and Lily 
Dache, the millinery designer. We 
don’t know which one wrote the 
\foreword but it is quite lyrical: 

“The face men dream of 

Strange, the power of a beautiful 
|face—to change a nation’s history, 
| to inspire the artists and poets and 
musicians of a thousand years. Yet 


i\that loveliness, they could _ not 
answer. The pure oval of the artist's 
‘dream is simple enough to analyze, 
|however. It is a matter of propor- 
tion and balance—of three units of 


titled | 


"| covering 


if they were asked for a pattern of | 


September 23, 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
|executive writing on his business 
letterhead. 


No. 1713. Regulations Governing 
Advertising of Alcoholic Bever- 
ages in Oregon. 

The Oregon Newspaper Publish- 
ers Association has issued this file 
folder which contains the text of the 
;amended advertising regulations of 
the Oregon Liquor Control Com- 
|mission, governing advertising of 
alcoholic beverages in newspapers 
jand magazines. In addition, 10 
pages of rough layouts illustrate 
|various appeals, how they may be 
used in conformation to the law, 
| . . 
and ways in which they are not 
acceptable to the Commission. 


No. 1714. College America. 


The importance of selling the 
college market is told in this new 
brochure issued by W. B. Bradbury 
|'Company. In addition to facts 
about the size of the market, buying 
habits and annual purchases made 
by college students, the brochure 
lists the college magazines by states, 
with the number of registrations. 


No. 1702. Consumer Purchases. 

Cortland County, New York, is 
the locale for this study issued by 
Farm Journal and Farmer’s Wife, 
consumer purchases of 
items ranging from cosmetics to 
automotive products. Charts show 
the per cent of purchases of all of 
these items by town, rural and farm 
families of five economic classes. 
‘The similarity of town and farm 
purchases in many instances, and 
the greater use of certain products 
by farm families are interesting 
|points in the study. 


measurement on the vertical plane | 


and two on the 
| wide, calm brow of beauty above 
ithe slender curve of the chin, the 
|smoothly sculptured plane of cheek. 
Simple enough, yet rare; for most 
faces are one of eight basic shapes 
not oval—faces longer in propor- 


tion, or broader; faces more pointed | 


or more blunt. But through visual 
illusion—created by coiffure, cos- 
metics, eyewear, hats—these faces 
can be made to seem more closely 
to approach the lovely oval ideal 


face which has inspired the dreams | 


of a thousand years.” 


Patriotism Trend Grows 
An outspoken advocate of the 
American way of life is Sidney 


Hollaender, label tycoon, who will | 


send anyone without cost a wind- 
shield sticker proclaiming the credo 
of belief in America. Mr. Hollaen- 
der, president of the Ever Ready 
Label Corporation, New York, went 
even further, however, in using the 
back page of the current Manhattan 
classified telephone 


company’s wares. 
The credo reads: 
“There’s No Way Like the Ameri- 
can Way—Why? 
“Because: 
“I can 
I please— 


go to any 


“I can read, see and hear what 


I choose 
“I can 
openly— 


express my 


“My mail reaches me as it was | 


sent .. . uncensored— 
“My telephone is untapped— 


“I can join any political party 


I wish— 


horizontal—the | 


directory to 
advertise the credo rather than his 


church 


opinions 


No. 1703. Dodie’s Date. 

Dodie the sub-deb is a pretty im- 
portant personage in the house- 
hold, and Ladies’ Home Journal 
tells why and how in this booklet. 
Seems she’s style, brand and ad- 
vertising conscious, and further- 
more, she’s a buyer. What the 
Journal is doing about her and the 
‘market she represents for advertis- 
‘ers is also brought out. 

\No. 1706. The Staff of Stars. 

In this new brochure, The Dallas 
News puts its editorial staff in the 
spotlight. Photographs and_ text 
present the men and women who 
handle the paper’s own features, 
the correspondent on the Washing- 
‘ton front, and the specialists all 
over the state who make news of 
Texas agriculture, industry and 
politics come alive for Dallas read- 
ers. 


No. 1680. More Circulation for the 
Same Money in Poster Adver- 
tising This Winter. 

Some interesting charts are in- 
cluded in this brochure which has 
been issued by Outdoor Advertising 
Incorporated, showing the seasonal 
variation in income, movie attend- 
ance, hotel occupancy, gasoline con- 
sumption and other factors tending 
to bring more people out of doors 
in the winter months. The story 
deals with the increase in the num- 
ber of panels by the majority of the 
industry during the winter months 


No. 1694. 

Readers. 
| When the Marketing Research 
Department of Fawcett Publications 


Fawcett Men’s Group 


“I can vote for what and whom | wanted the lowdown on its men 


I please— 


‘readers, it went, appropriately 


“I have a constitutional right to | enough, to The Wm. J. Burns In- 


trial by jury— 

“I am protected against unlaw- 
ful search and seizure— 

“Neither my life nor my prop- 
erty can be forfeited without due 
process of law—” 


|ternational Detective Agency. The 
results of the investigation are tab- 
/ulated here, and cover information 
on ownership of homes and auto 
|mobiles, magazine readership, hob- 
bies, buying habits and so on. 
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@ Fight fans dream of a true heavy-weight with the speed and flash of a bantam. 


m of a medium with the numerical impact 
of a multi-million magazine and the all-engrossing attention value of anews weekly. 
—only publication of its kind. Over 2,500,000 
nterest of current news in a news- 


@ Sales and advertising managers drea 


@ They’ve found it in Farm Journal 
circulation, yet it possesses the impelling i 
conscious world. Printed on a 4-day writer-to- 
reader schedule, its pages are packed with 
timely, up-to-the-minute information, practical 
advice and attainable promise for both men 


and women. Result: Intense reader interest and 


a huge, responsive market for your product. 
GRAHAM PATTERSON, Publisher 


WASHINGTON SQUARE, PHILADELPHIA 
NEW YORK - CHICAGO + LOS ANGELES 
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ONE MILLION 
FAMILIES 


Kenny Company 
Embarks on Grade 


Labeling Venture 


Will Be Distributor for 
First Goods with U. S. 
Certificate 


(Picture on Page 31) 


Baltimore, Sept. 18.—A complete 
line of California fruits bearing the 
U. S. Grade A label has been intro- 
duced by C. D. Kenny Company, 
70-year-old Baltimore wholesaler, 
with more than 40 branches in the 
Southeast and Central West. 


additional processed commodities. 

The new Kenny label will bea; 
two official shields on its face. One 
of these shields states that the 
goods have been packed under the 
continuous inspection of the Agri- 
cultural Marketing Service of ths 
U. S. Department of Agriculture 
The other shield contains the state- 
ment of U. S. grade, with the added 
information that this grade has been 
certified by the U. S. Department o! 
Agriculture. 

Although certificates of grade ar: 
available for goods that have passed 
certification requirements for a}! 
grades of fruit, namely, U. S. Grad: 
A (fancy), U. S. Grade B (choice) 
and U. S. Grade C (standard), th: 
Kenny Company will use the ney 
label only on Grade A merchandise 
The company plans, however, t 
develop labels for the other grade 


WITH OPEN POCKETBOOKS 


eventually. 

The U. S. Grade A line, bearing 
the Kenny label, will be supplied 
by Schuckl & Co., San Francisco, 
and U. S. Products Corporation, 
San Jose, the two firms licensed to 
pack fruits under continuous super- 
vision of the U. S. Department of 
Agriculture. 

The complete story of the revolu- 
tionary merchandising move was 
divulged to the executives of 42 
Kenny branch houses by Victor H. 
Hanf, director of purchasing. The 
company services 30,000 indepen- 
dent merchants in Southeastern and 
Central Western states. 


Much Opposition 


While the Great Atlantic & Pa 
cific Tea Company and the Ameri 
can Stores Company have intro 
duced grade labels on some lines 
their use has met with apathy o 
direct opposition from such organi 
zations as the National Canner 
Association, the Associated Grocer, 
Manufacturers of America and thx 
National-American Wholesale Gro- 
cers Association, which have gen- 
erally championed the cause ot! 
descriptive labels, rather than those 
which carry grade designations. 
Leader in Movement Only Schuckl & Co. and U. §S 
Products Corporation are now pro- 
ducing canned goods under continu 
ing U. S. government inspectior 
because the Department of Agricul- 
ture has only enough trained inspec- 
tors to service these two companies 
This condition is being remedied as 
rapidly as possible, however, with 
the likelihood that the continuous 
inspection program will be extended 
to other canning plants shortly. 


That the Kenny company should 
take this initial step in the field of 
grade labeling is natural, inasmuch 
as Mr. Hanf, as chairman of the 
canners’ conference committee of 
the National Wholesale Grocers 
Association, has been a prime mover 
in the development of a government 
grading program. The first govern- 
ment grades were issued in 1927 
under the authority of the U. S. 
Warehouse act based on _ studies 
made by Paul S. Williamson of the : 

. Department of Agriculture as Sporn Joins Maxon 
early as 1925. The standards of __ Woodrow Sporn has _ resigned 

WP sett rier anasto ie from Blackett - Sample - Hummert 
grade for peas and corn were issued | Ney york. to join. Maxon, New 
in 1928 and since that time stan- york. He will work on the B. T 
dards have been developed for 40 Babbitt, Inc., account. 


One million families—Catholic families—if different from any other group 


of American families, differing only in the strength of their love of God 


and in the practice of their Faith. 


Most of them live in our cities, for the Catholic population is an urban one. 


They work at their jobs, enjoy their recreation, build their homes, raise 


their families—and live up to the teachings of their Church. 


Many of them are your neighbors—and you find them likeable, human, 


American families, a little larger thar average families as the rule. 


This one million families reads Our Sunday Visitor and The Register on 
Sunday, finding there matters of interest for mother, father, the children 


—news of Catholic events, instruction and information, and the enter- 


tainment of stories, observations on sports, and other human interests. 


Advertise to this:one million families and you will be welcomed by friendly 
hearts with open pocketbooks, by loyal readers who willingly say, “I saw 


your advertisement in Our Sunday Visitor and The Register.” 


triding unseen across the rich Hield {f lowa, Nebraska, Mi 
ind Kar > F weicome friend } 476 000 


lg? ibor in 4/¢t J raq 
“The Paul Bunyan of the Farm 


| Our Sunday Visitor << The Register etiam ; a = 


ry Circulation over 1,000,000 cata oe eee 


Send for “Why Should 1?”—the booklet of facts about, "Direct ware 


Perfex, a household cleaner, was unknown 12 mont! ig . 
’ les , ' : , : M : “=e T . 
this one million family Sunday reading audience. aver : ithe - id 
ry sh xy jit $210 d 24024 
1i¢ ua 1gé 5 
sd Paul w je r na produ { inter 
wverage Farm Belt family in his 826 separate market W hat 
ADVERTISING REPRESENTATIVE more—he’s willing to prove it. Phone or write “Paul” at 


* 7 C. D. BERTOLET & CO., INC. 
30 N. DEARBORN ST., CHICAGO, ILLINOIS 


“The Number One Farm Station SHENANDOAH, 


In the Number One Farm Market” IOWA 


Representative: Free & Peters 


of 


ae ee ie 


Ot. Bi 
ee 


| sige ia 14 ee Pe 
on 
‘Se 
a 
a ae 
a - 
‘ : ; a 
7 an 
Pid ia 
“ Pe 
ae 
‘tee 
r 
iy. 
#4 
. ¥ , 
oe 
a = iglet a 
| dis Po 
F = 2 
4 3 r 
Dearie’: = 
. =: —_—— — a) 
SSS eee 
“s 4 —— — —a 4) 
eee ; .- “Pe \ eee } ¢ 
"ge bei! — 2 " — 
fa. Hs Jee , ~— 4 al if 
fall SA rr — ae F ~ ra | 
; ‘ah - | * oe , aye Ta 
, ao | rs ' pare FF 
i ae et pty eee 
es a ae LY yy) Y ‘ Po 
Bact: i Uiactens Ree 
‘So ot 
| Sessa ee ae 
a Pt PI, 
| Cita 4 
‘ Pi 
¥ Bi 
=a none bee 
Nga a 
_o 
‘gees ee 
: ‘ 
as ae s* ad 
al yr. No « Ny 
vn ~ aqui Dunyan 42 
pale " ie, . 
| ! thee L204 
TLLVP ‘ 
| i S€chor a. 
. ee 4 : 
7 a4. ; pe 
aa a : = . ‘ 
=a 7 » > >. . » 
' ee — 1 } Px =, ~~ < 
i> 3 these Co 2 ae ; 
Tea <P ‘Se 
} “ tS ——E —,**" Fie 
= ¥ ae. a r gused BRE: + le 
ee ee CS ee ee 
: y's A epre  ae, a 5 , i a 
: bi ia. y %, - & asantie: - 4 -> ~ ity See _ o , “oe a -f 
E , it es | — sac : ies J 
al f ; a ay ¥ 2 eg tae das ctatid ness oh , 2 ‘ 
ae ot Pep = Se ee te, hy Ci dle le iether ee iia 
5 i “Sry ae Pag hy . lade I ~ $i? 4 
x : ~~ a x De Recae pee tase 00 MM ahs 
PB wee . ‘se, —— =~ ts = Saree. ea oe 
aS * —————— See Rie Ut lite ete = » “ vty z 4 
— iil per ae e > 2 eens OS ti od 
’ . fe “a ee, ee . 
> oe - SJ hee £ ie ee <a 
ye aie ee : ~~ ; RE omeemeene eine tial 
| _ = | a = 
f= . - >. & a . ~~ 
i KMA tener 
r 30c 
| emma RII SR EERE RRR NS A TT ST ER A A TTS 
i 
ite eee ee | Se ee I i PO ee ae ee Pia giltigg ale ra ery ape 
| Dee ehh tabs. sole 5 oe ee Rs ‘% : ae —— aos als, ape “ee 35) mat St ae P+ Oe 2 eB ig eg a Sane ae LS As. aig Se ge as 
‘ . g a> ie 4 oo -_ j . re v ed Roi ae ? [ww ¥ a 5 i ae 2 sa a a gt ¥ a f frre =: ewer + r oe 


c 3 a et a 
‘ ‘i ail wee Cee. $e a ad as os Pe ee de Se a en Pe, ee Boe 
Snyper, aia Cas Ape ~ anes ee if oF ak IR «SR Prpe ete co eg 
hee Ld ee 4 ek eo Pea aioe RJ ; ea é a 4 


September 23, 1940 


Sane t. | 


EXCURSION 


AUG 2nv 1900 | 
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er 
or 
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ATLANTIC CITY. NJ. 
ro- 
nu stilts Gag Wt tidamtieilinds hs coirvins 
ior 
-ul- 
i. Between the bloomer girl of yesteryear and the oomph’ girl of today lie 40 years of 
la 
vith display evolution. Even when the old-fashioned type of point-of-sale display was gaudy, 
lou 
‘aaa (often tawdry), Strobridge emphasized the attraction power and selling force of QUALITY | 
Today competition for consumer attention is terrific. Dealer window and counter space 
med 7 , ; : 
vert is at a premium. Point-of-sale display costs must be figured not on how many you can 


get for a dollar, but on how many dollars worth of sales they produce. / 


Strobridge extensive experience in the production and distribution of 


successful point-of-sale material is at your disposal. Let the 


Strobridge man work with you on your next job. Call him in. 
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FOR FAST BUYING ACTION 


UT THE TRIBUNE AT 


TOILET GOODS 
_ AND DRUGS 


61% 


Because the Tribune is Chi- 
cago's leading women- 
appeal medium, Chicago 
drug stores and the drug and 
toilet goods departments of 
department stores awarded 
this newspaper 61% of their 
entire Chicago newspaper 
advertising appropriations 
during 1939. 


DOMESTICS AND 
BEDDING 


60% 


Every day of the week, the 
Tribune is the buying guide 
of Chicago's largest constant 
audience of women. Know- 
ing this, Chicago department 
stores in 1939 spent in the 
Tribune 60% of their total 
appropriations for advertis- 
ing domestics and bedding 
in Chicago newspopers. 


. Me Gam 
SO 


_ 
~ a 


WOMEN’S CLOTHING 
65% 


Chicago department stores and 
specialty shops. recognize the 
Tribune's powerful “way with 
women.” That's why, in 1939, 
they placed 65% of 
their newspaper ap- 
propriations for adver- 
tising women's clothing 
in this one newspaper. 


Saggy try 


ey 


WOMEN’S SHOES 
617% 


Because the Tribune has 
proved that it gets greater 
buying action from women, 
Chicago department stores 
and specialty shops during 
_ 1939 placed in the Tribune 
i 561% of their total expendi- 
tures for advertising women's 
shoes in Chicago news- 
popers. 


, 3 Total net paid circulation now in 
> excess of 1,000,000 every day of the week 
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FROM CHICAGO WOMEN 


THE TOP OF YOUR LIST! 


Nation 


al advertisers on 


Merchandise like this! 


aes department stores and specialty 
shops know how to get buying action from Chicago 
women! Because the Tribune reaches Chicago's 
largest constant audience of women, they placed 
in the Tribune 52% of their entire 1939 appro- 


priations for newspaper advertising of women- 
appeal merchandise—more than in all other 
Chicago newspapers combined! 


That fact is significant to advertisers who have | — Yo 
a product to sell Chicago women. The Chicago ae pete ETCHUP 
Tribune, every day of the week, reaches Chi- —— | 


cago’s largest constant audience of women . . 


women who not only give it their regular, inter- 
ested attention, but who rely primarily upon | 


its advertising columns as a dependable guide 


— 


to their daily buying. 


The Tribune is the only newspaper that gives 
you the equivalent of majority coverage of i 
metropolitan Chicago families. It has from | 
335,000 to 500,000 more circulation in the city 
and suburbs than other Chicago papers. * 

If you want to put over a women-appeal 
product in the great Chicago market, let the 
experience of Chicago retailers show you the 


way. Put the Tribune at the top of your list! 


hicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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ADVERTISING AGE 


Voice of the Advertiser 


This department is a reader’s forum. 


Do Adman’s Seven Sons 
Constitute a Record? 

To the Editor: In case you find 
the enclosed photo of seven sons of 
an advertising man of interest, you 


are welcome to use it in ADVERTIS- | 


ING AGE. 

I think it’s a record although I 
believe the Kastor family at one 
time consisted of seven sons. 

The writer has a fairly wide ac- 
quaintance among advertising men 
and publishers, accumulated over 
the past 34 years. I have the St. 
Louis office of Texas Daily Press 
League, Missouri Press Association 
and Lorenzen & Thompson, Inc., 
and we represent independently a 
number of trade journals and mag- 
azines. 

Back in 1908 I was publisher's 
representative in Chicago, later pub- 
lisher of Farm & Stock at St. Jo- 
seph, Mo., later promotion manager 
for Successful Farming at Des 
Moines for 10 years, and for the 
past 11 years in the publisher’s 
representative field here in St. 
Louis. 

Pardon these uninvited remarks, 
which are offered merely as a sort 
of background for the picture of 
this family of boys. Several of 
them are known by a good many 
publishers and agency men. Ed 
Wright has a reputation as an or- 
ganizer of fishing parties among the 
agency men in New York of sport- 
ing inclinations. He has the New 
York office of Sunset. He formerly 
had the New York office of Asso- 
ciated Farm Papers. 

Frep J. WricuHrt, 
Fred Wright Company, 
St. Louis. 
v v v 
Has Some Doubts on 
Copy Cub’s Humor 

To the Editor: Copy Cub, in the 
Sept. 2 issue, comments that de- 
spite reported pretty good farm 
markets the political farm reliefers 
go right on with their pet plans for 
relieving. 

A columnist has special license, I 
suppose, but even wit could well 
work toward the development of 
friendly understanding. Only re- 
cently ADVERTISING AGE was pro- 
fessing an active interest in wooing 
the consumer; and the farmer is 
practically self-conscious over his 
potentialities as such. Not many 
months ago chambers of commerce 
were telling every possible listener 
and his unemployed brother-in-law 
that “What Helps Business Helps 
You.” The farmer cried, “and a 
prosperous Agriculture would help 
Business.” 

It all has led so far to just ap- 
proximately nowhere, with metro- 
politan desk men getting the idea 
that the farm problem, the Con- 
gressional farm bloc, and the model 
T Ford are all of a near-forgotten 
era, for always a delight of dry 
jokers and stump orators. 

And the above farmer reckons 
Business lurks in Wall Street! 

But right you are, Copy Cub, in 
that plans will be brought out, God 
and many others willing. But any 
“pet plan” will travel on merit, and 
its makers will hope for Agricul- 
ture only the frank consideration 
the neighborhood boy got whose 
pants had slipped down like farm 
income. 

Rex TROUTMAN, 

Editor, Kansas Union Farmer, 

and Secretary, Kansas Farmers 

Union, Salina, Kan. 


v ’ ’ 

Nefarious Plot Nipped 
in Salesman’s Lapel 

To the Editor: Here is something 
that I think that you should know 

Some of the slickest gents in the 
business are the publication reps: 
and when they get way up in the 
money, the thousand-dollars-a-page 


class, they get as slippery as the 


ice on top of Cincinnati's famed 
Carew Towel! 

One such gentleman is 
Schramm, who pesters the 


Paul 
life out 


Letters are welcome. 


| 
| 
| 


SEVEN SONS OF ST. LOUIS ADMAN 


J. Frank Wright, publishers’ representative of St. Louis, wonders if anyone in 
the advertising field can equal or exceed his record of seven sons, all of whom 


are shown here. 


From left to right, they are: Richard, Equitable Life of lowa, 


Des Moines; Robert, General Chemical Company, E. St. Louis; Franklin, student; 
James R., Fred Wright Company, St. Louis; Steve E., St. Louis Post-Dispatch; 
Tom W., student; Ed F., Sunset Magazine, New York office. 


of anybody from president to door- 
man for major accounts in this area 

.. but he got caught pulling what 
is indeed to be described as a das- 
tardly deed the other day. After 
we had floored him by listening to 
an entire presentation without com- 
ment, he sank into a chair, ex- 
hausted and _ perspiring, his coat 
lapels curled ingloriously up under 
his chin, revealing on the under side 
of each, a button. 

Now there is nothing wrong with 
having a button on each lapel, even 
if it is a campaign button, but this 
slippery gentleman displayed under 
his right lapel a Roosevelt button, 
and under his left lapel, a Willkie 
button . . . “Willkie for President” 
says one; “We Want Roosevelt” 
screams another. 

We pounced upon the luckless 
Schramm, no holds barred; we made 
him confess, the slippery thing! He 
finds out to which party the pros- 
pective victim belongs before he 
visits him, and then prances in, his 
thumb turning back the proper 
lapel, displaying that he, too, is a 
died in the wool (Republican) or 
(Democrat). 

Now I ask you should not 
the profession be forewarned? 

L. B. PAMBRUN, 

Advertising Department, The 

Crosley Corporation, Cincinnati, 

Ohio. 

v,vyY 


Hibschman Articles 
Stir Much Comment 

To the Editor: In the Sept. 16 
issue Of ADVERTISING AGE is an arti- 
cle entitled “IDEAS—How They 
Cannot Be Protected,” by Harry 
Hibschman 

We note that this is the third of 
a series of discussions and _ that 
others will appear from time to 
time 

We would appreciate it very 
much if you will advise us the dates 
of the previous issues in which 
articles by Harry Hibschman have 
appeared 

LYNN FAULKNER, 
Landsheft and Warman, Ince., 
Buffalo. 


’ v v 
To the Editor: We have just fin- 
ished reading your article, “IDEAS 
How They Cannot Be Protected,” 
by Harry Hibschman 
We found this extremely interest- 
ing and informative 
We enjoyed his previous articles 
and are looking forward to those 
to follow 
STUART G. PHILLIPS. 
Assistant Secretary, The Dole 
Valve Company, Chicago 
v ’ ’ 
To the Editoi I was very much 
interested in vour article on “Watch 


your picture material” in the Aug. 
19 issue. 

I noticed that it is the second one 
to be run and I was wondering if 
you could send me a tear sheet of 
the first publication. 

I was off on my vacation and my 
copy must have been mislaid and I 
am very anxious to read it. 

STEWART VANDA, 

Schenectady Union Star, Sche- 

nectady, N. Y. 

vy 


Copy Adapted to 
Conditions of War 

To the Editor: I am sending you 
proofs of advertisements that have 
appeared on behalf of one of our 
clients in the national newspapers 
and magazines of this country. 

I think that these may be of in- 
terest to you as an example of 
radio set advertising in time of war. 

If by any chance you feel that this 


MURPHY :1:7- 02 en 


interest would be shared by you 
readers and you wish to review 
these advertisements in your edi- 
torial pages, we will be only too 
pleased for you to do so 
W. G. STEIN, 

Space Buyer, C. R. Casson Ltd., 

London, England 


v v v 

Sad Tale of an 
Advertising Tyro 

To the Editor: We are very grate- 
ful for the kindly remarks relative 
to our dripless cigaret holder ad 
which appeared in your Ad-libbing 
column of the Ace of Sept. 2 

It is flattering to have our ad 
noticed by the High Command—or 
is it? 

In writing our ad we 
appeal to the political 


sought 
urge, the 


| gambling urge, the urge for a per-| 


fect (dripless smoke) smoke, and 
omitted several other urges we 
know of. At that we believe Mr. 
Culbertson must be right, and that 
we took in too much territory—too 
many urges. But we had not read 
his book. It looks now like we pro- 
moted the greatest advertising flop 
in history. Perhaps the backwash 
from the “Suds Boys” contests went 
to our head. We appreciate what 


|the fine fellows on the newspaper 
'did for us in giving us position, top 


of page 5 of a 28-page paper. 
Post-MorTEM 
Our first order was from a Polish 


Priest. We interpreted this as a} 


good omen, and, our heart bleeding 
in sympathy for the Poles, sent him 
a holder and returned his money 
with a “God bless you.” Then the 
Seven Dwarfs, or Gnomes of adver- 
tising played the meanest trick on 


us the Fates ever perpetrated on) 
An advertising Oracle | 


an innocent. 
told us that the following Monday 
we would really get orders. 
Promptly at mail time Monday 


_stopped there before. 
| pulse was to hold up the mail while 
/we ordered that Buick, but reflect- 


| parted. 
/gentlemen sent us orders: 


September 23, 1940 


morning a U. S. mail truck stopped 
at our door. No mail truck had eve, 
Our first im- 


ing that holding up the mail might 
be a serious offence, we met th: 
driver at the door. He handed u 
a Monkey Ward catalogue and de- 
Four other appreciatiy: 
Tota! 
$1.25. We called the whole thing 
off, returning all money to the send 


ers, with a three-cent stamp, and ; 


promise to send them a holder, ;: 
and when we find a practicable pla: 
of marketing it, without charge. 

We had thought of entering a: 
advertising Nursery School, bu 
now feel sure we could not qualify 
and would be rejected. Perhaps w 
could “enlist’—no, we are over ag 
W. P. A.—no, we are single. 0: 
relief—we hope to write you fron 
there. 

Yours for better advertising. 

G. H. Gray, 
Perfect Smoke Cigarette Holder 
Company, Kansas City, Mo. 


When you think 
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The romance of 


LACE WORK BALCONIES 


CBS AFFILIATE... NATIONAL REPRESENTATIVE . . . THE KATZ AGENCY, INC. 
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50,000 WATTS | 


The greatest selling POWER in the South's greatest city 
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| TELLS DEFENSE STORY 


a f A aS 
OUR AIRLINES 
9 Balwark of Defense 


Typical copy in new magazine campaign 
for Douglas Aircraft Company in which 


an industry story in connection with 
national defense is told. 


Douglas Copy 
to Sing Praises 
of Airlines 


Santa Monica, Cal., Sept. 18.- 
Commercial airlines as the second 
line of air defense in America will 
be dramatized in a series of adver- 
tisements to be sponsored by the 
Douglas Aircraft Company, accord- 
ing to announcement by Donald W. 
Douglas, president. The series will 
depict the job the airlines are doing 
and interpret the role they are play- 
ing in the expanded defense pro- 
gram. 

Airline service, according to Mr. 
Douglas, has become integrated 
with the economy we must defend 
and has at the same time assumed 
an essential place in that defense. 
These final vital links in our defense 
chain, he continues, are being forged 
without cost to the taxpayers. 

Copy will demonstrate that, when 
needed, commercial air transports 
can be quickly and easily converted 
to military missions of transport 
and supply. Of additional utility in 
preparedness plans is the airlines’ 
potential as a nucleus for training 
expert flight and maintenance per- 
sonnel. Moreover, advertisements 
will point out that air travelers are 
facilitating airline expansion, thus 
contributing to national security as 
well as personal advantage. 

The series will appear in Ameri- 
can Aviation, Aviation, Collier's, 
National Geographic, Newsweek, 
Popular Aviation, U. S. Air Services 
and Western Flying. Essig Com- 
pany, Ltd., Los Angeles, is the 
agency. 


TIAD Sponsors Display 

The TIAD Club, Toledo chapter 
of the National Industrial Adver- 
tisers Association, sponsored a series 
of 19 windows dedicated to the men 
and machines of Toledo industry 
which Lasalle and Koch, leading 
department store, used as part of 
ts diamond jubilee celebration 
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Increase Johnnie Walker — 
Advertising for Fall | 

Schedules on Johnnie Walker | 
Scotch whisky advertising, which | 
have just been placed for the last 
three months of 1940, include ap- | 
proximately 175 newspapers, na- 
tional magazines and trade publica- 
tions. 

This represents an increase in 
linage over last year for the period, 
it was announced by Canada Dry 
Ginger Ale, Inc., distributors of 
Johnnie Walker. J. M. Mathes, Inc., 
is the agency. 


Strauss Made VP. 


Old Rose Distributing Company, 
Chicago wholesale liquor dealer, has 
made Harold E. Strauss vice-presi- 
dent in charge of sales. 


N esco Speaks 
Warmly of Its 
Heaters, Ranges 


Milwaukee, Sept. 18.—Copy that 
talks about the fireside delight, cozy 
warmth, comfort and “cheery action 
of the flame” of Nesco ranges and 
heaters is being distributed through- 
out the 48 states by the National 
Enameling and Stamping Company, 
Milwaukee. To emphasize how the 
ranges have been built to women’s 
specifications a “Speak Women 
Speak” headline is used to lead into 


a list of the features for which 
women ask in ranges. 
Another feature emphasized in 


the case of heater copy is its port- 
ability, considered an _ important 
factor in space heating. Copy points 
out that models are equipped with 
a steel reflector arc that projects 
heat into the room and reflects the 
action of the flame to create a fire- 
side atmosphere. 
Papers Being Used 

Farm papers being used in the 
campaign include Farm and Ranch, 
Farmer Stockman, Florida Grower, 
Kansas City Weekly Star and Pro- 
gressive Farmer. A business paper 
campaign, already completed, sched- 
uled space in Furniture Age, Hard- 


ware Age, Hardware’ Retailer, 
National Furniture Review and 
Retailing. 


Space is also being used in 55 


metropolitan daily newspapers and 
1,211 small town newspapers. A 
12-page tabloid called “Nesco Dia- 
mond,” not only outlining the ad- 
vertising campaign but also offering 
marketing ideas for dealers, was 
sent to 13,045 stove jobbers, stove 
dealers, furniture stores, depart- 
ment stores and Nesco stove sales- 
men. 


Gets Judy Garland Name 


Fair Maid Undergarment Com- 
pany, New York, has been granted 
exclusive right by Metro-Goldwyn- 
Mayer Pictures Corporation to 
manufacture slips under the “Judy 
Garland” name and label. The tie- 
up will be promoted through ad- 
vertising directed by Hicks Adver- 
tising Agency, New York. 


DEPARTMENT 


CAMPUS SHOP 
NORMAN ORLA 


KERRS 


OKLAHOMA CITY, ORLRAHOMA 


Executives Ornmce 


Mr. 0. C. Brow 
Advertising Manager 
The Oklehoman & Times 
Oklahoma City, Oklahoma 


Dear Mr. Brown: 


Our Golden Harvest Sale, just 
of this Oklahoma institution. 


than any single day's 


Such @ record, compiled in comparison with even Christmas boom days of 192@ and 
conditions in Oklahoma City and its retail market are 


1929, indicates to me that 


business 


September 9, 1940 


in our experience. 


sound and more favorable than at any time in recent years. 


The Federal Reserve figures 


dicate that our store is not 


that it is more or less ref 


Acting on the advice of our 
are expecting t 


dise reflect our confidence 


for department store sales in this city, would in- 
slone in experiencing this welcome increase but 


lected in the sales of other Oklahoma institutions. 


economic advisors and fram our own observations we 


he Pall and Winter of 1940 and 1941 to be a most satisfactory 
one, well ahead of recent years, and our purchases 


of Fall and Winter merchan- 
in this prediction. 


To your newspapers, which has been the backbone of our promotion during the 32- 


year history of this store, 


our congratulations. 
Very truly yours, 
KERR DRY GOODS COMPANY, INC, 


BY Moy b Nyyonrb 


President 


completed, marks « new high in the 32-year history 
Our sales on the opening day were 7 percent higher 


STORE 


UPTOWN STORE 
aete @ WALKER 


SALES 


rope bagher 


Than Any Single 


Day in 32 Years 


And as Oklahoma City has grown from 
a tented village in 1889 to a thriving metro- 
politan city of 204,517 in 1940, so have Kerr's 
and the Oklahoman and Times kept pace with 


"-conditions in Oklahoma City 
and its retail market are 
sound and more favorable than 


at any time in recent years." 


@ Sales curves are breaking sharply upward in Okla- 
homa City, led by department store sales which in 
August stood at 15.9% above August. 1939. Kerr's, one 
of the Southwest's leading dry good stores, reports the 
biggest single day in its thirty-two year history. 


For thirty-two years Kerr's has been advertising 
through The Daily Oklahoman and Oklahoma City 
Times. Scarcely an issue of these papers has gone to 
press during those thirty-two years without a message 
from Kerr's for the shoppers of Oklahoma. 


this constant growth and progress. 


More people are living in Oklahoma City today 
than ever before. More buyers are crowding Oklahoma 
City stores than ever before ... buyers with steady jobs, 
buyers with money to buy the luxuries as well as the 
necessities of life. The only way to talk to them and 
to influence them en masse is to advertise to them 
regularly through the State's 
powerful media, The Oklahoman and Times. 


and forcefully most 
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OKLAHOMA 
SALES WITH ADVERTISING 
IN THE OKLAHOMAN & TIMES 


THE DAILY OKLAHOMAN * OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


THE FARMER-STOCKMAN * MISTLETOE Express * WKY, OKLAHOMA City 
Sprincs * KLZ, DeNvER (Under Affiliated Mgmt.) * REPRESENTED BY THE KaTz AGENCY, INC. 


KVOR, CoLoRADO 
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SEPTEMBER LINAGE FOR CANADIAN MAGAZINES (Park & Tilford 


1940 ———1939 — 
Pages Pages Lines 
Mayfair (7.5 44.5 29,495 
aMaclean's $3.5 37.8 26,431 
Canadian Home Journal 4.5 9.3 20,504 
Canadian Homes & Gardens 2.0 7 32.3 21,672 
Chatelaine , 0) 7 8 16,679 
National Home Monthly 18.2 1 58 5.7 17,971 
DEON, stvediensoens 24.7 10,590 18.6 7,989 
Total Group 150,715 e346 141,141 
Display, including poultry and livestock in Canadian Farm Papers 
19490— ——1939 
Pages Lines Pages Lines 
tbdFree Press Prairie Farmer 26.3 27,870 26.7 29,370 
Family Herald & Weekly Sta: 
tbdEastern Edition 1 24,259 6.0 25,986 
tbdWestern Edition 1st 18.625 0.0 19,972 
bWestern Producer .. 17.4 18.691 13.2 14,528 
Country Guide & Nor’-West Faurme: 16,715 1.5 15,463 
*aFarmers Advocate & Home Muasuzin:e | 12,541 16.3 10,724 | 
*aCanadian Countryman 16.9 11,821 15.4 10,755 
Farmer's Magazine 15.0 10,49 16.4 11,455 | 
Farm & Ranch Review 6.1 4,407 5.1 3,666 
Total Group 145.4 141,919 | 
aSemi-monthly both issues jinmeluded 
bAugust linage 
tWeekly, August linage 
*Figures supplied by Publishers’ Information Mureau 


5 issues 1940—4 issues 1939 


4 issues 1910—5 issues 1939, 


Omega Watch Expands 


Arrival of Omega watches in the | 


United States from Switzerland, as 
a result of arrangements made with 
the British navy control over Euro- 
pean shipping, has resulted in the 
doubling of the advertising budget. 
Newspaper, magazine and business 
paper schedules all have been in- 
creased. Frank Best & Co., New 
York, is the agency. 


CBS Advances Jackson 


Henry M. Jackson, for the past 
three years CBS Northern Cali- 
fornia sales manager, has been 
named special Eastern representa- 
|tive of the Columbia Pacific net- 
work. He will be stationed in Chi- 
|cago and will work closely with 
Radio Sales, which represents the 
seven-station CBS chain in the de- 
velopment of regional business. 


Sets Up Biggest 
Promotion Budget 


New York, Sept. 18.—Park & 
|Tilford Distillers, Inc., having at- 
'tained a 50 per cent increase in sales 
of its domestic whiskies during the 
| first eight months of this year, has 
|expanded its advertising program to 
make it the largest since repeal. 

Newspapers will gain the lion’s 
share of the campaign. Daily papers 
in 75 cities will carry weekly inser- 
tions ranging down from 440 lines, 
from now until the end of the year. 
|Six brands will be promoted, both 
singly and in combination. 

Two-thirds page insertions will 

appear in color in The New Yorker 
on a twice-a-month schedule. The 
featured brand will be Park & Til- 
\ford Reserve, sales of which have 
|been booming throughout the coun- 
try. 

Copy will hail Reserve as “The 
| Blend of Experience . . . backed by 
100 years of Knowing How!” It will 
lalso be advertised as “the finest- 
[tasting whisky of its type in 
America!” 
| The company is celebrating its 
|100th anniversary this year. Charles 
'M. Storm Company is the agency. 
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U. of O 
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Here is the schedule at present, 
many others still to be added: 


Nov. 


BALL 


Again this fall KGW will carry a full 
schedule of important football games 


Oct. 5—U.S.C.-Oregon State 
Oct. 12——Oregon-Washington 
Oct. 19-——Washington-0.5S.C. 
9—Oregon-U.C.L.A. 
Nov. 16——California-Oregon 
Dec. 7—-U.S.C.-Notre Dame 


it is nearly 600 miles by 


Take a look at your map and you'll see that KGW’ on the 
RED and KEX on the BLUE are the only basic NBC 
outlets in the entire Oregon country. To the north the 


nearest NBC station is 200 miles away, and to the south 


airline to the nearest stations 


with carrying full NBC schedules. So in order to hear Jack 


ownership and you have 


MAKE THIS { 
SIMPLE (AA 
TEST... 


the heart of any buyer of 


The next time you are talki 
present to write down on a 
necessary, the names of the 


NBC stands. Try it. 


RADIO STATIONS OF THE 


PORTLAND + OREGON 


620 KG secs warrs wes NBG RED 


EDWARD PETRY & COMPANY, INC. 
EW TORK + CHICAGO + DETROIT + ST. LOUIS + SAM FRANCISCO + LOS ANGELES 


REPRESERTATIVES: 


Benny or Charlie McCarthy, folks in these parts tune to 
KGW. And for “Information Please” or Ben Bernie to 
KEX. To the proven power of NBC programs to attract 
the bulk of radio listeners, add aggressive, far-sighted 
station operation and the prestige of OREGONIAN 


a situation chat brings cheer to 


radio time. 


ng over radio schedules, ask those 
slip of paper, or the tablecloth if 
first ten radio programs that come 


readily to mind. Compare notes and you'll quickly see where 


TI60 KG connncous NBG BLUE 


aE 
Bi. 
ty 


Savings with Diesels 

| How automotive Diesel power is 
reducing trucking costs on the Pa- 
cific Coast is told in the September 
| Diesel Power and Transportation. 
\In the case of the Lacey Milling 
Company, Hanford, Cal., fuel sav- 
ings of a Diesel truck over a gaso- 


| line truck amounted to $1,325 per | 


|year. Average miles per gallon of 
|fuel oil were 9.75 over all kinds of 
| roads 
per gallon of gasoline. 


Business Machines 
Think for Themselves 

Despite the fact that electric op- 
eration has been used in office ma- 
chines for more than a decade, there 


to which it can be further devel- 


but in replacing the human element 
in performing mental operations, E. 
|O. Roggesstein, development engi- 
ineer, Remington Rand, Inc., points 
‘out in an article in Machine Design 
‘for September. 

For example, 
of bookkeeping machines “setup” 
|information had to be copied by 


‘the operator but now it is held in) 


the brain of the machine and re- 
produced automatically. Heretofore, 
if various items were accumulated 
in registers or accumulators, it was 
the operator’s job to read such in- 
formation from dials, select the 
proper digit position and copy this 
amount manually so that the ma- 
chine recorded the same on the 
ledger sheet. In the new machines 
this specific operation has _ been 
solved by means of electrically 
sensing the registered amount from 
accumulators and transmitting this 
sensed information into the ma- 
chine so that the corresponding 
keys are released, which heretofore 
had to be depressed by the operator. 

The printing of positive as well as 
negative balances or sub-balances 
is an automatic operation eliminat- 
ing carriage shift, tabulation to the 
proper digit, printing of the 9’s and 
10's complement and _ automatic 
symbols to designate that the opera- 
tion has been correctly performed. 
When necessary the ribbon mechan- 
ism also shifts to print the total in 
oblique type and in red. All of 
these problems have been solved 
mainly by the application of sole- 
noids and relays. 


Spot Welding of 
Aluminum for Aircraft 

With the great amount of atten- 
tion now focused on the production 
of aircraft, it is interesting to learn 
from an article in The Welding 
Journal that the use of spot weld- 
ing of aluminum for structural parts 
in aircraft is materially reducing 
construction costs. The cost of driv- 


ing the average rivet in this work | 


is estimated by manufacturers at 
between 1.5 and 3.5 cents, whereas 
the cost of spot welding is estimated 
between 0.25 and 0.30 cents. The 
significance of this is obvious to 
anyone who has observed the thou- 
sands of small rivets in all joints 
in the aluminum frame and cover- 
ing of a modern airliner. 
Spot welding has been 
the aircraft plants of this country 
for some time on parts and is now 
being applied to the structural work, 
but the process has been used much 
more widely in Europe. Foreign 
engineers report that military air- 
craft used in the European war 
have thousands of spot welds, many 
of which are in vitally stressed 
parts 
| Two problems encountered in spot 
| welding of aluminum are now be- 
jing mastered successfully These 
|are the removal of the transparent 
| film of oxide which forms on alumi- 
}num on exposure to air and acts as 
}an electrical insulator, and the over 
coming of the low electrical resist- 
ance of the aluminum alloys used 
|in aircraft. The first problem is be- 
jing solved in various ways, includ- 
ing use of chemical solutions, etch- 


The Business Digest 


| Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH O. McGRAW 


|aluminum, 


against three to four miles | 


seems to be no limit to the extent | 


oped, not merely as a motive power | 


in earlier designs | 


used in 


|ing solutions, and cleaning of the 
'surfaces with emery cloth, 


stee] 
wool, power driven wire brushes, 
and in the case of aluminum alloys 
with an outer coat of soft pure 
brushes having fine 
stainless steel bristles are used so 
that the thin outer coating will not 
be removed. 

The low resistance factor is be- 
ing coped with by use of a machine 
which employs an energy storage 
method and a variable pressure 
cycle. 


Tea and Water Supply 
for British Workers 

Some of the problems which con- 
front management of business op- 
erating in a country actively en- 
gaged in warfare are reflected in 
ithe pages of Industry Illustrated 
which comes from London. Two 
|short paragraphs inform the reader 
that the Ministry of Food has 
j}authorized food control committees 
to issue special permits for the pur- 
chase of tea for industrial, business, 
and clerical workers in cases where 
they cannot obtain tea from a 
registered canteen. This will enable 
them, the item points out, to have 
tea during their working hours 
without drawing on their domestic 
ration. Applications must be ap- 
proved by an employer and permits 
will normally be valid for eight 
weeks for weekly purchases. 

A more lengthy article cautions 
management against relying on the 
general provisions for water fo) 
drinking and medical uses in ail 
raid shelters. These usually con- 
sist of vessels of water changed 
every day or two; storage tanks; 
and artesian wells electrically oper- 
ated. All of these provisions are 
dangerous and vulnerable, the 
author explains, and suggests adop- 
tion of a small apparatus which is 
capable of producing medically use- 
able water from ditch water 
Although small, one unit is capable 
of giving a continuous supply of 
pure water for 100 persons 


McGraw-Hill Shifts 


Snead, Dunn and Fowler 

McGraw-Hill Publishing Com- 
pany, New York, has made the fol- 
lowing changes in its business pape! 
personnel: W. Hunter Snead, for- 
merly sales promotion manager of 
Electrical World, has been named 
manager of market research ot! 
Aviation, Bus Transportation and 
Transit Journal. 

Lloyd Dunn, formerly sales pro- 
motion manager of Electrical Con 
tracting, has been appointed man- 
ager of promotion and research of 
Electrical Buyers Reference, Elec- 
trical Contracting and_ Electrica! 
World. Charles Fowler, formerly in 
the research department, has been 
made assistant manager of promo- 
tion and research of Electrical Con- 
|tracting and Electrical World. 


A NEW NAME 


DIRECJONE 


A New Printing Method 


FINE SCREEN. 
HALFTONES, 
ON NEWSPRINT. 


Now you can get fine screen 
halftone printing on news 
print and other low-cost 
papers. The new DIREC 
TONE method uses orig 
inal 100 line screen half 
tones—not_ stereotypes—on 
high speed rotary presses 
The results are sensational 
Send for samples. 


SHOPPING NEWS 
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Happy Wives Echo 
Husbands’ OK of 
Hills Bros. Coffee 


Fall Newspaper Copy 
Keyed to Successful 
Married Life 


San Francisco, Sept. 19.—The 
contribution of good coffee to do- 
mestic felicity will constitute the 
main story of Hills Bros. Coffee, 
Inc., in its fall campaign in news- 
papers, just released by the San 
Francisco office of N. W. Ayer & 
Son. In each of ten advertisements, 
150 lines on four columns, a happy 
wife will offer a different preface 
to her paean of thanksgiving, but 
invariably end on the chord, “Now 
that’s what I call good coffee!”’ with 
the husband being quoted as the 
author of the phrase in each in- 
stance. This bevy of contented 
wives will account for about one- 
half of the total space to be used. 

Each advertisement will be di- 
vided into four panels, of which two | 
will remain constant, with the 
fourth devoted to advice from those 
who have succeeded in an even 
more difficult field than homemak- 
ing—that of magic. The resourceful 
copywriter has discovered an affinity 
between these two realms without 
difficulty. 


No Magic Needed 


“Sleight of hand is not necessary 
in making good coffee,” Carl Zam- 
loch, magician extraordinary and 
one time major league ball player, | 
is quoted. “But you do have to use 
good coffee and measure accurately. 
Carefully observe the timing for the 
method you use and keep your | 
coffee maker clean.” The list of | 
magicians who reiterate virtually | 
the same advice includes two 
women, one being Gerald Conrad, | 
president of the only Society of | 
Lady Magicians in the world, the | 
other Mrs. Harry Houdini, who is 
keeping the fame of her late hus- 
band alive. 

The unchanging elements in each | 
Hills Bros. advertisement will be a | 


HUNTING & FISHING 
NATIONAL SPORTSMAN 


|attempt to assimilate too much ter- 


advertising effectively. 


SIMILAR UNITS IN TEN ADVERTISEMENTS 


| ete compen foe ome 
| howe wand Mle Gree Coffee 
Or ens rere wore 


“Now that's 
what | call 


“Now that's 
what | call 
good coffee!” 


Few Gree sare 
WHLLS 8805 Conrtt ts 
OME COFFEE You (Can 
ack an ae 
OF COFFEE mante 


row Groce sary 
MULLS BROS. COFFEE IS 
OME COFFEE YOU CaN 
es oe ae oe 
OF COFFER-mante 


The Correct Gaind is querenteed to produce best results in 
GLASS MAKER =~ PERCOLATOR © Of POT |’ 


Tha Correct Grind is querenteed to produce best results in 
nw © GLASS MAKER ~ PERCOLATOR ©) Of Pot (! 
if directions on the side of the Hills Bros Coffee can ere followed 


one © 
if directions on the side of the Hills Bros Coffee can are followed 


tak eS. BROS WS BS ww Ree BROS 


BS Bear 


Two of ten newspaper advertisements to be used by Hills Bros. coffee this fall. 
Each utilizes four blocks of illustration and copy, with two blocks remaining 
unchanged. 


panel giving the grocer as authority 
for the statement that “Hills Bros. 
coffee is one coffee you can use ‘as 
is’ in any kind of coffee maker,” 
and ending with the advice never 
to grind this brand, and a fourth 
panel in which the company asserts 
that the coffee, as marketed, repre- 


Lamson Appoints Laidig 

Lester Laidig has been appointed 
publicity director of Lamson Bros. 
Company, Toledo. He replaces F. 
L. Kettel, who was recently made 
general merchandise manager in 
addition to his duties as vice-presi- 
dent and promotion director. 


National Drive 


Urged to Sell 
Dental Services 


New York, Sept. 19.—Noting with 
approval that the New Orleans 
Dental Association has embarked on 
the advertising trail blazed by a few 
progressive organizations of other 
cities and states, Dental Observer 
| this week went on record as believ- 
ing that what the profession really 
needs is a national campaign, con- 
ducted under the sponsorship of the 
/American Dental Association. 

Referring to “Earnings of Adver- 
tisers” as published in Apverrisina 
|Acre, the dental publication said 
| that dentists, too, need more net 
profit, particularly since such added 
increment would be grounded in an 
jincrease in “net profit’ of the 
American public’s health. 

“An encompassing presentation of 
the facts nationally would be to 
emulate big business methods suc- 
cessfully,” it commented. 

The New Orleans campaign, the 
Dental Observer reported, is de- 
signed not to stampede patients 
into dental offices, but to convince 
the public that neglect of their teeth 
is costly and harmful. It quoted a 
member of the committee in charge: 


“Organized dentistry is attempt- 
ing to get more people interested in 
the care of their teeth before they 
lose the opportunity to enjoy the 
dentist’s most valuable and inexpen- 
sive service, which is to halt trouble 
at its very inception.” 

Only 25 per cent of the public 
visits the dentist with any degree 
of regularity, the publication said. 
The other 75 per cent think of a 
dentist only when the most drastic 
measures are necessary. 


Forms Murray and Malone 


The Murray and Malone Company 
has been formed in Minneapolis by 
Jay Murray and Frank Malone to 
handle the sale of Twin City street 
car advertising in Minneapolis and 
St. Paul. Jay Murray was formerly 
sales manager of the McConnon & 
Company, Winona, Minn., and Frank 
Malone was formerly connected 
with the Barron G. Collier Com- 
pany and the Illinois Central Rail- 
road, Chicago. 


Joins Mason-Miller 

Howard Bachenheimer, who for- 
merly headed his own agency, has 
| joined the Mason-Miller Company, 
|New York, as secretary-treasurer. 
|The company, which has offices at 
|230 Fifth avenue, will now be 
known as Mason-Miller & Bachen- 
| heimer, Inc. 


sents the correct grind for any type 
of utensil. The company feels that 
conflicting claims of coffee roasters 
and of manufacturers of coffee 
makers have engendered much un- 
certainty in the minds of home- 
makers, who will welcome assur- 
ance that the coffee may be used 
as it comes from the grocer and be 
inclined to bestow their patronage 
on such a brand. 


Eastern Plant Ready 

Hills Bros. Coffee,  Inc., 
achieved excellent distribution on 
the Eastern seaboard and is cele- 
brating completion of its West-East 
trek by construction of a new plant 
in Edgewater, N. J. It began busi- 
ness in San Francisco 62 years ago | 
and moved East and South gradu- | 
ally, preferring to consolidate mar- 
kets at its leisure rather than to 


So the Advertiser 


Many “sation IG ver 


has 


ritory at one gulp. 

It has sold direct to grocers tor 
many years, its salesmen being edu- 
cated to merchandise newspaper 
They em- 
ploy sampling, store displays, letters 
and telephone calls, the latter being 
directed to a representative cross- 
section of every new market advis- 
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INQUIRING REPORTER 


tr, THE O'NEILLS 
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700,000 ABC GUARANTEED ing housewives that Hills Bros. + 
|coffee is now available in certain FOR WOME ONLY 
a stores which are identified in case 
oa, | the question is asked. ULIA wee ater 
sERIES ©” st 1 W 
HOW a % THER * é 
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ee am | fOlder stressing the importance of ONE MANS 4 a dership '" the Denver nat . favorites with " mani 
|} the newspaper to every member of \eaders \ikew!s os Mc 
the family. Entitled “The Lady W yr? + gc’ pevorie? pot programs are alee such programs da networ 
Has the Right Idea,” the folder fea- $ is tern! ous, 
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ing the newspaper. "an es 
The folder is a reprint of the | BUTTERNUT CORNTUSSEL N Women Only “niature Sketc ; 
third advertisement in the current W om high 
promotion series which the bureau r 


is supplying to its member news- 
papers. 
Flying League Appoints 
Flying League Service of Cali- | 
fornia, Inc., has appointed Gerth- | 
Knollin Advertising Agency. The 
league is organized to institute and 
conduct the operations of the Flying 
League of America stamp plan 
whereby cooperating merchants will 
offer patrons free flying stamps 
with their regular purchases which, 
in turn, can be redeemed at gov- 
| ernment-supervised flying schools. 
in Color Process, Black and White | ea a 
Ben Day, Line...Wet Proofing on Four Henry Vogt Appoints 
| The Henry Vogt Machine Com- 
| pany, Louisville, has appointed Far- 
son & Huff, Louisville, to handle its 
| advertising. 


Issues Action Bond Book 


Crocker - McElwain Company, | 
Holyoke, Mass., has issued a new | 
fall sales promotion sample book 
entitled “Action Bond.” 


ENGRAVING COMPANY 


NY an 


Sterling Quality Photo-Engraving 


Claybourn Automatic 4 Color Proof- 
ing Presses...Day and Night Service 
304 E. 45th Street, New York, N. Y. 
Telephones: MUrray Hill 4-0715 to 0726 
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870 Papers Get 
Hanes Winter 
Underwear Copy 


Winston-Salem, N. C., Sept. 17.— 
Summer officially said good-bye 
only recently, but P. H. Hanes Knit- 
ting Company is already looking 
ahead to the season when “long 
drawers” come out of their hot- 
weather hiding place. 

To remind the masculine half of 
the population of the coming need 
for warmer underwear, the com- 
pany has prepared an extensive 
campaign using 870 newspapers 
throughout the country and seven 
farm magazines. 

Copy for the campaign will fea- 
ture the welcome warmth provided 
by Hanes garments, both short and 
long. Illustrations with headlines, 
such as “Now I’m unaware of 
underwear” or “I’ve weather- 
stripped my legs, too,” will be sup- 
plemented by copy in conversational 
style. 

“I'd start the furnace and take 
out my topcoat... but keep on my 
summer underwear,” one advertise- 
ment will say. “No wonder I was 
chilly and peevish half the time.” 

The ease with which the gar- 
ments can be donned, the fact that 


there are no buttons or draw strings, Oil Burner Show Uses 


and other factors that make for 
comfortably-fitting underwear are 
also featured. 

Newspaper and farm copy are 
substantially the same but changes 
have been made to conform to the 
urban and rural markets. The 
farmer will read, “I’d start up the 
fire and put on my sheepskin coat” 
instead of a “topcoat,” as in the 
newspaper version. While one news- 
paper message says, “I was cold as 


'a hot water bag at dawn,” the farm 


paper copy says, “I was as cold as 
a hound dog’s nose.” 

On the farm paper list are Cap- 
per’s Farmer, Country Gentleman, 
Farm Journal and Farmer’s Wife, 
Grit, Household Magazine, 
gressive Farmer and Southern Agri- 
culturist. Hanes will supply dealers 
with free displays and newspaper 
mats. N. W. Ayer & Son, Philadel- 
phia, is in charge of the campaign. 


Form Transit Ad Firm 

Fielder-Sorenson Company, new 
transit advertising company operat- 
ing on the Pacific Coast, has been 
organized at 58 Sutter street, San 
Francisco. Principals are William 
F. Fielder and E. B. Sorenson, for- 
merly Pacific Coast sales manager 
and national representative, re- 
spectively, for Pacific Railways 
Advertising Company. 


Pro- | 


‘Newspaper Space 


Newspaper advertising was used 
to support the second annual oil 
burner show sponsored by the Phil- 
adelphia Electrical Association at 
the Edison bldg. The theme of the 
advertising was “Comfort and econ- 
omy inside the home no matter 
what the weather outside.” 

Institutional advertising will con- 
tinue to be used throughout Sep- 
tember, a $300 oil burner being of- 
fered as the main prize in a last 
line limerick contest, one of the fea- 
tures of the newspaper campaign. 


‘WBML on Air Oct. 1 


Temporary quarters for WBML, 
Macon’s new radio station, have 
been opened at 525 First National 
Bank bldg., and the station will be 


ready to go on the air about Oct. 1. | 
with | 


Robert Feagan, formerly 
WTOC, Savannah, Ga., has been 
named station director and _ sales 
manager. The station will be af- 
filiated with the Mutual Broadcast- 
ing System. 


Promotes Pliofilm Goods 


Lion Ribbon Company, New York, | 


is promoting a new group of prod- 
ucts, made of Pliofilm produced by 
Goodyear Tire & Rubber Company, 
for the florist industry. Norman D. 
Waters & Associates, New York, is} 
handling the trade advertising. 


THE STAR WEEKLY is a unique advertising buy in Canada. A 
week-end paper with news, sport’s, women’s, magazine, fiction, and 
roto sections it appeals to the big mass of Canada’s buying public. Its 
circulation of 400,035 is unusual too; of the total amount only 1426 
are yearly subscriptions—all the rest are individual weekly cash sales, 
proving constant reader interest. Week after week Canadians from 
coast to coast buy and read The Star Weekly. The circulation of The 
Star Weekly has been growing steadily for many years. Today it offers 
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the advertiser the biggest and best mass coverage of the Dominion 


and Canada’s purchasing power is high today. 


“STAR WEEKLY 


PUBLISHED AT 80 KING ST. W., TORONTO, CANADA 


U.S. Representative: CHAS. H. EDDY CO., INC., New York, Chicago, Boston, Atlanta 
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Newspaper advertisements of clothing 

stores in Chicago and St. Louis offering 

a money-back service to purchasers who 

are drafted into the armed forces be- 
fore Jan. 31. 


Clothing Stores 
Give ‘Insurance’ 


to Draft Age Men 


Chicago, Sept. 17.—Feeling that 
doubts engendered by the prospec- 
tive draft were slowing up demand 
of young men for fall clothing, 
Henry C. Lytton & Sons, operating 
The Hub, one of Chicago’s pioneer 
clothing stores, offered in advertis- 
ing in all Chicago newspapers to 
give full protection to those drafted 
before Jan. 31—in other words, to 
take back the clothes and cancel 
the charge. 

The Hub’s timing added to what 
was a sensational offer in its own 
right. The original advertisement, 
a full-page, appeared in the Chicago 
Sunday Tribune, Page 1 of which 
carried the news that the two houses 
of Congress had finally come to an 
agreement on the terms of the draft 
law. The three Monday afternoon 
papers were also used for the an- 
nouncement. 

The original idea is credited to 
Alfred Decker & Cohn, manufac- 
turer of Society Brand clothes, who 
felt that unless some assurance 
were given to those of draft age, 
the clothing business might be seri- 
ously hit. Willard W. Cole, assist- 
ant to the president of The Hub, 
presented the plan to his organiza- 


CLOTHIERS OFFER MONEY BACK TO DRAFTEES 
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The Matiene! Defense for Peace Program fs on the Wey! 


Here's Famous-Barr Co's Contribution to Those 


Men of Military Age 


Whose Aid Will Soon Be Enlisted 


Lots of young fellows. friends and customers of ours. hove confided 
te ut 0 very neture! hesteter ebeut buyrng New new Fell eutfitn Why) 
Becovse they fool they mey soon be called to the colors ond thew mer! 
martin chevien” would bee leblty But mmese powng lolhews want te 
werten then woldremed seputeron Ths wtuehor Ser crested « ver, 
ee emeorgerc, Accordingly oe dec ded to elp them by shrmmeting ihe 
very define encortenty that hes up to ths Dent ersted = thew mands 
Heres ow enawer 


A “DEFENSE CO-OPERATION MONET Sack 
CERTIFICATE” WHA 88 ISSUED WITH au. 
SUITS, TOPCOATS, OTERCOATS, HaTS and 
SHOES BOUGHT BY MEW OF MILITARY age 
BETWEEN HOW AMD MOVEMBER ISTH I00. 


te tee erent tee Caled ate eC ompeteey ae 
(ary sercten ot eur cammtry priae te semmary Bit VRE! hte 
teats 


ace tee ell credit wr 6 aah rotund eeymame beters sewee y 
Het PE) raqerdions of weer 


Pour bet conuderaton has sleeys been ow tnends and we became 
Se 


mn devqred te ( thew seeds So we repost you may © 
FemevsBerr Co — buy your Fall requirements wth the vimost confidence 
et you purchases wil not mew @ reedion expenditure 


FAMOUS-BARR CO. 
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tion and Frank H. Kemper, adve) 
tising manager, had his staff whi 
it into its final form. A _ simil: 
advertisement, in somewhat small 
space, was inserted in St. Lou 
papers by Famous-Barr Company. 

The Hub made a pretty accurat: 
estimate of the number of men i: 
Chicago who would be affected b» 
the draft. Its prediction was be 


tween 18,000 and 23,000, and lates! 


figures place the total at 
20,000. 

Mr. Kemper said that if a consid 
erable number of those ultimate| 


drafted turn to The Hub for clot! 


ing, a net loss may ensue, with good 


will probably compensating for th 


result in any long-range calcula- 


tions. Since the number of those t 
be drafted represents a small pe 


centage of all of those in the 21-35 


age limit, however, the actuaric 


would probably decide that stores 


making the offer will reap. bot! 
profit and prestige. 


about 


For OUTDOOR 
ADVERTISING 


consult your 


edveriiting agency. . Ser 


HIGHWAY DISPLAYS-INC 


POUGHKEEPSIE - N.Y. 
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SALES OF CHAIN STORES 


August Gain — —S Months - * Gain 
1940 1939 or Loss 1940 1939 or Loss 
Food Chains 
*jJewel... $ 2,204,339 $ 1,840,314 +19.8 $ 16,993,851 $ 14,881,677 414.2 
sroger Groc. & 

Bkg. Co..... 18,855,438 17,226,148 +9.5 156,770,923 145.366,700 47.8 
*National Tea . 4, 245 4,072,988 7.4 ’ 2 3112 411.7 
safeway Stores.. 30,133,665 29,498,189 2 ° 229, 878,857 + 5.1 
Group Total....$ 55,569,687 $ 52.637.639 ‘ $ 452,700,768 $ 423.480.34¢ 6.9 

Mail Order Chains 
Sears, Roebuck.. 58,819,848 21.9 87,569,774 44,485,598 412.5 
Spiegel Seat 3,414,656 +1.6 30,328,503 oS 853.070 + 6.1 
Ward .. . 42,691,853 + 9.5 284,141,934 258,363.56 10.0 
Group Total $104,926,357 $ 90,617,170 +15.8 $ 702,040,211 $ 631,702,21 11.1 
Drug Chains 
Walgreen ..... 6,280,692 5,704,622 +10.1 $8,529,981] 45.608,29 i 
Variety and Miscellaneous 
Consolidated 
Retail Stores.. 869,065 773,495 12.4 6,010,200 5.722.487 5.0 
tison Bros 1,924,435 1,721,449 +11.8 16,590,365 15.865. 834 + 4.6 
‘ int, W. T 8,749,986 7,210,004 + 21.4 4 8209.00 + 6.4 
een, H. L 3,656,842 3,185,696 +14.s 25,299,744 +48 
Kresge, &. 8S 12,568,013 11,213,487 +12.1 SS. 908.5908 + 4.1 
Kress, S. H 6,691,497 6,489,989 3.3 $5,440,786 + 4.4 
Lerner 3,099,257 2,775,059 11.7 21,955,874 4 
MecCrory . $,626,281 3,136,094 4+ 15.6 ”5.131.819 
McLellan Stores 1,943,353 1,710,843 13.¢ 11,720,752 4 
Murphy, G. C 4,370,064 3,468,740 26.0 10,904,809 27,022,552 14.4 
Neisner Bros 1,743,107 1,612,604 +81 13,107,023 13,000,464 0.8 
Newberry, J. J 4,704,549 4,196,949 412.1 31,855,334 :0,035,117 + 6.1 
Penney, J. C 24,491,690 20,678,985 +18.4 170,680,628 155,838,700 9.5 
Western Auto 5,535,000 4,518,000 4+ 22 t2. 977.000 "7,585,000 1% 
Woolworth, F. W 26,827,630 241,123,080 4+ 11.2 197,370,205 187,212,589 + 5.4 
Group Total $110,800,769 $ 96,814,474 14.4 $ 791,282,282 $ 739,949,321 $6.9 
Col ned Total 277,577,506 245,773,805 12.9 1,994.5 242 1.840.740.1171 8.4 

‘Four and 32 week period ended August 10 

Four and 32 week period ended Augus 4 

Noi ins R 

Anti-Noise Week Chains Report 

. . 
Being Organized August Sales 

The National Noise Abatement 


Council is organizing local groups 
throughout the country for observ- 
ance of Noise Abatement Week 
Oct. 21-26. S. H. Ensinger, adver- 
tising manager of Remington Rand, 
Inc., Buffalo, heads the committee 
on advertising for the campaign. C. 
H. Ruprecht, director of publicity 
for Underwood Elliott Fisher Com- 
pany, New York, heads the public- 


ity committee. G. P. Little, sales 
manager of the acoustical division 
of the Celotex Corporation, Chi- 


cago, is in charge of sales coordina- 
tion. 


St. Louis Adwomen Open 
“American Way” Series 
The Women’s Advertising Club 
of St. Louis has launched a series 
of weekly programs on the theme, 
‘The Contribution of Advertising 
to the American Way of Living.” 
Among topics for future programs 
re “The Challenge of Democracy,” 
Industry Speaks,” “National Forces 


ind Their Effect Upon Advertis- 
ing,” and “The Shadow of World 
Events.” 

Marie Josephine Carr, D’Arcy 


Advertising Company, is president. 
Mrs. Robert Willier program 
chairman. 


IS 


y__ PRINTING 
~ Phone WABASH— 


7820 


N IMPOSING group of successful 


advertising executives find this 


tlucky number. It enables you to use 
‘service consisting of ad-setting, en- 
waving, printing and creative ability 
~all under one roof .. . Specially 
‘tined men are always on their toes 
‘0 serve you so well that you will come 
cack again. We can lighten your bur- 
*ens— and at the same time produce 
‘etter and more profitable printing 
‘tf you —at a saving of time, trouble 
Phone Wabash 7820. 


FAITHORN 


(ORPORATION 


“OSETTING » ENGRAVING - PRINTING 
104 SHERMAN STREET. CHICAGO - WABASH 7820 


ind money. 


13% Above 1939 


Chicago, Sept. 18.—Twenty-three 
national chain store organizations 
reporting monthly sales to ADVER- 
TISING AGE showed a 12.9 per cent 
increase during August, compared 
with August of last year, to continue 
their uninterrupted march toward 
new high sales levels. 

Every chain on the list showed 
increased sales for the month, rang- 
ing from the modest 1.6 per cent 
gain of Spiegel to the exceptional 
increase of 26 per cent shown by 
G. C. Murphy. Sears, Roebuck & 
Co., with August sales of almost 
$59,000,000, exceeded its last year’s 
figure by 21.9 per cent to set a new 
record for August business as well 
as for the year to date. 

Total sales for the reporting 
chains were $277,577,506 for the 
month, compared with $245,773,805 
last year. For the first eight months, 
chain sales were $1,994,553,242, an 
increase of 84 per cent over the 
$1,840,740,171 chalked up during the 
same period of 1939. 

Four food chains showed an in- 
crease of 5.6 per cent, with August 
sales of $55,569,687, compared with 
$52,637,639 last year. Eight-month 
sales of $452,700,768, compared with 
$423,480,346 last year were up 6.9 
per cent. 


All Groups Higher 


Total August sales of the three 
mail order chains were $104,926,357, 
compared with $90,617,170 last year, 
an increase of 15.8 per cent. For 
the eight-month period, total sales 
were $702,040,211, up 11.1 per cent 
from the $631,702,212 of last year. 

Walgreen Company represented 
the drug field with an increase of 
10.1 per cent for August, with com- 
parative sales of $6,280,693 and $5,- 
704,522. For the eight months, this 
company’s sales totalled $48,529,- 
981, up 6.4 per cent from the $45,- 
608,292 of last year 

In the variety and miscellaneous 
group, 15 reporting chains did a 
total of $110,800,769, for an increase 
of 14.4 per cent over last August's 
figures of $96,814,474. For the eight- 
month period this group reported 
sales of $791,282,282, an increase of 
6.9 per cent from last year’s total 
of $739,949,321. 


Porto-Bar to G-B 


Guenther-Bradford & Co., Chi- 
cago, has been appointed to handle 


the advertising for Porto-Bar, a 
new portable bar. Magazines will 
be used J. A. Schock is account 


executive 


See Refrigerator Boost 

Trade circles expect slight price 
advances in electric refrigerators in 
December 


JOHN A. CAIRNS 
COMPANY 


TEXTILE 
ADVERTISING Bis Bisel teas 


45 EAST 17th ST. 


Gridiron Dinner 
Added Feature 
of ABC Week 


Chicago, Sept. 19.—Believing that 
the leading lights of the advertising 
field are growing a bit too soft and 
complacent, the Chicago fraternity 
has devised a Gridiron Dinner to 
jolt them out of their upholstered 
chairs. The scene of the massacre 
will be the Stevens Hotel; the date, 
Friday, Oct. 18, as the final event of 
ABC Week, when a plentiful supply 
of notables will be on hand to be 


burned at the stake. 

Robert Pollak, dramatic critic, is 
acting as author and playwright for 
the occasion. Assisting him is Herb 
Graffis, occasional publisher’ of 
Golfdom, now better known as the 
syndicated columnist of the Chicago 
Daily Times. Harry Minturn, stage 
producer, will direct about 100 am- 
ateur performers, recruited from 
the ranks of advertising, who will 
take part and who, in the mean- 
while, are revealing the crevices in 


their bosses’ armor to the joke- 
smiths. 

The dinner and show will go on 
for four hours, and a writhe per 


minute is promised by Homer J. 
Buckley, general chairman of the 
event. Just to make it worse, Mr. 
Buckley says the Gridiron Dinner 
will be an annual contribution to 
greater humility among the adver- 
tising great. 


Bans Christmas 
Cartons for Liquor 


The Pennsylvania State Liquor 
Control Board has banned the use 
of Christmas cartons for the pack- 
ing of bottles of liquor sold through 
the state store’s 580-unit monopoly 
system. 


“Yes”... says WJSV... and sells 110 houses 
for a half-million dollars! 


HIS Spring, WJSV brought together a 
) pn of twelve building material manu- 
facturers, builders and developers. Plans were 
laid to build immediately five low-cost model 


homes, throughout Metropolitan Washington. 


WJSV's popular Elinor Lee 


Saturday and Sunday half-hour participating 


program, discussing these 


put on the air a 


homes and the 


has, to date, 100 orders for his material, 


resulting from his participation. 


And a land-development company reports 
that —even before the first finished home was 
opened for inspection —I10 families have 
ordered houses to be built, following the spe- 
cifications of the WJSV-model homes! Total 


value of radio-sold homes: $485,000! 


building progress, explaining furnishings and 


financing, describing the various and widely 


assorted products of the twelve sponsors. 


On August |7th, the first completed home was 
opened to the public. But, long before that— 
from the moment the ground was cleared — 


interested throngs had spent week-ends 


So tremendously successful has been this 


development that current sponsors are 


already talking about repeating the activity 


trekking to the sites, watching the building in 


progress, and talking about home ownership. 


Letters from listeners poured in. One con- 
tractor-sponsor reports orders many times in 


excess of the cost of his participation. Another 


—with its happy results—next Spring. 


And everyone expects the 110 new home-own- 
ers to be multiplied many times over, as inter- 


ested families see the completed model homes. 


So, once again, WJSV demonstrates its 


unique capacity for sensing a civic need... 


WJSV 


and doing something about it. And, once 
again, radio demonstrates its ability to sell — 


anything that people can buy! 


50,000 WATTS: COLUMBIA'S STATION IN THE NATION'S CAPITAL 


Owned and operated by the Columbia Broadcasting System. Represented by Radio 


Soles: New York, Chicago, Detroit, St. Louis, Charlotte, N.C., Los Angeles, San Francisco 
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‘Panoram’ and 
‘Soundies’ Make 


Hollywood Debut 


Hollywood, Sept. 17.—With some- 
thing of the pomp and ceremony 
attendant on a Hollywood movie 
premiere, Jimmy Roosevelt and the 
Mills Novelty Company of Chicago, 
unveiled their jointly-produced 
Mills Panoram movie machine and 
“Soundies” in the Blossom Room of 
the Hotel Roosevelt last night. 
Over 5,000 persons were present. 

While the Panoram Soundies are 
intended to replace the ubiquitous 
“juke boxes” in soda fountains, tav- 
erns and other places of relaxation, 
James Mangan, advertising director 
of Mills Novelty Company, ex- 
pressed the conviction that they 
have a bright future as an adver- 


R «S service 


\usereD STAT 
ane 


“ECONOMY IN MARKET 

RESEARCH”—a 21 page book. 

let—is yours for the asking. 
- 


R&S complete facilities and 
long experience meet the 
exacting demands of agen- 
cies, publishers and market- 
ing analysts requirin de- 
pendable research tabulating. 


RECORDING & STATISTICAL CORP. 
102 Maiden Lane, New York, N. Y. 


DETROIT 
TORONTO 


BOSTON 
MONTREAL 


tising medium. 


/into mass production calculated to | 


Advertisers them- | 
selves are taking the initiative, he 
asserted. 

The immediate problem is to get | 
cut a substantial fraction from the | 
present cost of $695 per machine. 
In the meanwhile, plans for the 
Panoram Soundies are confined to 
he entertainment angle. 


How It Operates 


The film is projected on a screen 
174% by 22% inches from 16 mm. | 
film. Need for rewinding is elim- | 
inated. Customers, after inserting 
the dime required for operation, | 
must accept the subject which | 
comes next on the reel, instead of | 
having their choice, as in the case 
of the “jukes.” Each reel is com- | 
prised of 1,000 feet of film, which | 
contains eight three-minute sound- | 
ies. The action is visible for 30 feet 
and the sound carries even farther. 

The reel run off at the preview 
provided dancing, singing, music 
and histrionics. They represent the 
handiwork of Roosevelt’s organiza- 
tion, which provides the movies 
which are synchronized with the 
Mills sound. Thus far, only 12 of 
the machines are available, but 
mass production will get under way 
about Dec. 1. 

The Mills organization reports 
that about 450,000 nickel-operated 
machines dot the country and it 
believes that it will be able to re- 
place a substantial number of these 
with the ten-cent product. Terri- 
tory will be allotted on a franchise 
basis, the franchise conferring the 
right to purchase, sell, lease and 
use the machines in one or more 
states for a fixed period of years. 
The distributors rent the Roosevelt 
films from Mills for a fee, which 
is reduced weekly until after the 
fourth week the rental per film of 
eight to ten subjects will be only 
$10. 


Rosenberg to Adler 


J. Julius Rosenberg, formerly 
president of Montrose - Rosenberg 
Company and vice-president of Jas- 
per, Lynch & Fishel, Inc., has been 
made executive vice-president of 
Milton J. Adler Company, New 
York. 
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over W MBD! 


Went to the dealer's 
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agriculture 


region that pays over $80,000,000 annually 


in wages." 


“Come to WMBD, the ONLY radio sta 


tion in Peoriarea that completely blankets 


this rich, 


choice, 


vital market.” It's 


effectively! 


National Representatives : 
Free & Peters, Inc. 


a wise 


to test any radio sales campaign 


So, to advertisers, we say: 
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PEORIA, ILLINOIS 


Getting Personal 


South American honeymooners are David Rosenblum, gen’! megr., 
New York Post, and the former Mrs. Tobe Coller Davis, fashion mer- 
chandising authority and head of Tobe, Inc. The bridegroom was 
formerly v.p. and treasurer of the National Broadcasting Co... . 

Lynn Sumner, agency chief and president of the N. Y. Ad Club, 
and Charles E. Murphy, one-time adman and former Ad Club prexy 
who is now an advertising lawyer, have both bought land in the new 
Pawling, N. Y., development which is sponsored by Lowell Thomas, 
also a past prexy of the club.... 

Clinton Bagwell Jr., who represents National Sportsman and 
Hunting & Fishing in New York, has been granted a leave of absence 
in order to complete his training in the U. S. Naval Reserve... . 

The current issue of The Woman contains an article entitled 
“Career for a Clever Girl” in which an agencyman discusses women in 
advertising. The author is Sidney Garfield, president of Hirshon- 
Garfield... . 

John F. Royal, NBC v.p., is due back shortly from a flying trip to 
Europe, after conversations with European staff members. . . . Phyllis 
Fraser, of McCann-Erickson’s radio dept., will marry Bennett A. Cerf, 
the book publisher. The bride- 
to-be is a cousin of Ginger 
Rogers of the films. . . 

January has been chosen as 
the nuptial month of David K. 
Gottlieb, national a.m. of the 
Daily Times, Davenport, Ia., and 
Elaine Hirsch, Terre Haute, Ind. 

Ruth F. Spalding, efficient 
office manager of the Yankee 
Writing Service, Guilford, Conn., 
has had everybody tied up in 
knots the last few weeks. She 
has been busy getting her pretty 
daughter, Frances, married. . . 

Paul E. Burbank, v.p. in 
charge of sales for Eaton Paper 
Corporation, Pittsfield, Mass., has 
flown 70,000 miles during the 
past seven months on business 
trips, one of which took him to 
South America. He was a pilot 
in the U. S. Navy during the 
World War... 

Donald W. Thornburgh, CBS 
v.p. in charge of Pacific Coast 
operations, spent his two weeks 
vacation buying a new home in 
W. Los Angeles... Royal W. 
Ryan, v.p. of Swafford and 
Koehl, Inc., Cincinnati, has been 
elected president of the Coopera- 
tive Club of Cincinnati. . . 


F. E. Jernberg, sales manager of the refrigerator division, Mills 
Novelty Company, Chicago, is in dry dock with a broken leg, but re- 
fuses to allow it to interfere with a special September campaign. The 
drive has been re-christened, “Shake a leg,’ and new “Get Well, 
Jerry” order forms have been issued... . 

M. V. Miller v.p., Royal Typewriter Co., was feted by 50 associates 
upon completion of a decade as head of Royal sales. He was presented 
a gold typewriter bearing the signatures of 1,064 salesmen who reached 
quotas over a three-month period. His connection with Royal dates 
back to 1912 when he began as a junior salesman in the Hartford 
office. . . 

Bettina Hall, musical comedy and operatic star, is now Mrs. 
Raymond Rubicam, wife of the chairman of the board of Young & 
Rubicam. They were married in San Francisco. . . 


Horton H. Heath, newly-promoted to director of advertising by 
Radio Corporation of America, was on the editorial staff of The New 
Yorker five years ago. He has written numerous short stories, most 
of which have been printed in that magazine. . . 

Atherton W. Hobler, Benton & Bowles prexy and board chairman 
of Four A’s, is importing two children from Britain “for the dura- 
tion.” Their fathers are London admen.. . 

Paul Cornell, the onetime middle link of Geyer, Cornell & Newell 
and former chairman of the Four A’s, is up to his neck in politics 
these days. An ardent Willkie worker, he has just been named the 
Republican candidate for U. S. Senator from Connecticut. Since his 
virtual retirement from the advertising field to run Romford Boys’ 
School, he has advanced steadily in the political ring. He still acts 
as special consultant to Cecil & Presbrey on rare occasions. . . 

Certain-teed Products Corp. executives C. E. Stedman, v.p., R. R. 
Galloway, gen’l s.m., and John M. Huggett, a.m., are back from a 
coast-to-coast tour... 

Walter E. Koons Jr., of Lennen & Mitchell, is honeymooning in 
Maine. . . Gerald S. Beskin, president of Beskin Advertising Agency, 
Minneapolis, has a story, “A Novice Goes Hunting,” in the October 
issue of Sports Afield. It seems he had never held a shotgun until 
he went hunting last fall, and his article reports his trials and tribu- 
lations. . . 

A marital merger is scheduled in December for Al Taranto, time 
buyer at William Esty & Co., and Ninette Joseph, of BBDO’s radio 
dept. .. Herbert M. Stein, acct. exec. of A. W. Lewin Co., Newark, is 
honeymooning in Bermuda. . 

Frank F. Soule, ad. dir. Vogue, has a son Frank Jr., enrolling at 
Yale this fall... And Ray W. Welch, dir. of adv., National Geo- 
graphic, has a son, Ray Jr., who is a footballer at Marquette. . . 

James E. Stiles, publisher of the Nassau Daily Review-Star, has 
announced the engagement of daughter Florence Virginia. She’s a 
Wellesley senior, and will marry an M.I.T. senior. . . The lengthy 
name of Miss Moraeg Elspeth Robertson-McDonald has been ex- 
changed for the simpler Mrs. Richard C. Wood. The bride has been 
on the staff of the Bureau of Advertising, A.N.P.A. . . 

James D. Wolf and Ted Jardine, of J. Walter Thompson Com- 
pany, Chicago, defeated “Dutch” Feldon and Dale McCutcheon, of 
Liberty, in a challenge grudge golf match at Sunset Ridge Country 
Club the other day. The magazine boys issued the defi. . . 

Herm Daych, a.m., Dun’s Review, discovered an easier way of 
getting a free set of the Encyclopaedia Britannica than stumping the 
“Information Please” experts. All he did was attend the Sales Exec- 
utives Club luncheon at which E. H. (Buck) Powell, Britannica prexy 
and speaker of the day, drew his card for the attendance prize. . . 


HALF-WAY 
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Half-way in a coast-to-coast sales tour 
that took them 5,500 miles in five days, 
J. M. Huggett (left), advertising man- 
ager of Certain-teed Products Corpora- 
tion, and R. R. Galloway, general sales 
manager, stop long enough to get their 
picture taken with an airline hostess in 
San Francisco. The tour has been suc- 
cessfully completed. 
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Colleges Vote 


Garamond Type 
Most Legible 


Boston, Sept. 19.—Garamond jx 
the most legible type in common 
use, according to opinions of co}. 
lege students, as reported by Car] 
|P. Rollins, of Yale University, in a 
| type test poll conducted by a com- 
|mittee of professors in behalf of 
| Direct Advertising, published by the 
Paper Makers Advertising Associa- 
|tion. Scotch Roman took second 
| place and Baskerville third. 

Dr. Rollins explained that this 
survey was by no means a carefully 
|controlled scientific study, but rather 
/a random cross-section of Opinion. 
He also expressed some perplexity 
lat the difference between results in 
the current test and a similar one 
conducted at Boston University, 
where Cheltenham Bold emerged as 
the winner, Baskerville second and 
Metromedium third. 

“There is a question whether the 
position of the Garamond type 
clump, in the upper left corner of 
the type-test sheet, may not have 
influenced the voters,” commented 
Dr. Rollins. ‘Against this possibil- 
ity are two facts: Scotch Roman, 
running second, was in a distinctly 
secondary position, as was the third 
choice, Baskerville. Furthermore, 
in the Boston University test the 
type in the same position as our 
Garamond clump was held by a 
type which ran seventh.” 


RCA Promotes Heath, 
Adds Orrin Dunlap 


| Horton H. Heath, who joined the 
Radio Corporation of America, New 
| York, in 1936 and who has been 
manager of the department of in- 
!formation since 1939, has been pro- 
| moted to director of advertising and 
publicity. 

Orrin E. Dunlap Jr., for the past 
18 years radio editor of the New 
York Times, has resigned to join 
RCA as Mr. Heath’s successor as 
manager of the department of infor- 
mation. 


Names Jasper, Lynch 

M. S. Mill Company, New York 
publisher, has appointed Jasper, 
Lynch & Fishel, New York, to 
handle its account. Newspapers and 
business papers will be used. 
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NIAA Debates 
Prime Function 
of Ad Manager 


Detroit, Sept. 19.—The luncheon 
held by the National Industrial Ad- 
vertisers Association today in behalf 
of activities and awards developed 
a debate over the primary function 
of the industrial advertising man- 
ager. William D. Murphy, Sloan 
Valve Company, Chcago, delivered 
a kindly, but critical sermon based 
on the fact that eight of the ten 
clinics held during the conference 
were devoted to administration, 
with but two dedicated to creative 
problems. 

“You are far from indispensable 
in making market surveys and 
evaluating the results,’”’ Mr. Murphy 
told his audience. “Outside agen- 
cies can do it better. The unique 
contribution which you can make 
to your organization is the creation, 
or supervision of the creation, of 
advertising. Other tasks may be im- 
portant, but they are not the es-| 
sence of your work.” 


| 


Two Sets of Awards 


While a committee of engineers 
and others made awards to mem- 
bers and associate members for ad- | 


vertising on display, the Copy Chas- | 


ers, Industrial Marketing’s coterie | 
of experts, made _ independent 
selections as follows: News copy, 


Veeder-Root, Inc.; dramatic appeal, | 
American Mutual Liability Insur- 


WANTED: Advertising 
1 million net 


Must 


solicitor to sell 
paid religious circulation 


have experience and wide ac 


juaintance with advertisers and adver 
tising 


Address 


Box 3127 


igents rive full particulars 


ADVERTISING AGE, Chicago 


* 


ADVERTISING MEN 


* Yes 
rience the convenience 
comfort of this 
trally located in the heart of 
the agency district. Copy writ- 
ers, artists, production men 

all who burn the midnight oil | 
to bring an advertiser's mes- 
sage to the masses—will find 
sanctuary here. Our overnight 
kits help make unexpected 
detention in town easier to) 
bear. 


and 


You'll like our accommoda- 
tions: 800 pleasant rooms from 
$3.00, each with both tub and 
shower and radio. Home of 
the famous Glass Hat. where 
you'll relish luncheon, dinner, 


WANTED! 


hotel cen. | 


| limited appropriation, Calgon, Inc. 


Fixing Prices 


| ally all important companies en- 
| tered 


| 


| 


| 
| 


we want you to expe- cent. 


|/nounced a 


| beginning Nov. 1. 


supper. or a nightcap after a 
siege at the office. 


NOTE 


Several agencies have found it ad-| 
visable to make special arrange- 
ments here for their entire staffs. | 
We will be pleased to have our rep- 


resentative call on office managers 
to discuss the merits of such 
arrangement, 


Hotel 
BELMONT PLAZA 


JOHN H. STEMBER, Manager 


* 


| Philadelphia. 


| “Paper Sales” to Appear 


| ping 
| salesmen, 


|been announced by the 
|Company, St. Joseph, Mich. 
4"! Davidson is president of the com- 
|pany, John Scott is editor and Tate 
Shondell advertising manager. 
| 


| Increases WING Power 


Lexington Avenue at 46th Street, New Vert | watts night to 5,000 watts day and 


|}other equipment are expected to be 
| completed about Nov. 1 


ance Company; informative copy, 
Associated Business Papers, Inc.; 
case study, duPont Neoprene; pres- 
tige copy, National Tube Company; 


NIAA Elects 
Richard Dodds 
New President 


(Picture on Page 1) 
Detroit, Sept. 20.—Richard P. 


First prizes in the association's 
own competition were awarded as 
follows: business paper copy, Car- 
negie-Illinois Steel Corporation; di- | Dodds, advertising manager, Trus- 
rect mail, International Printing con Steel Company, Youngstown, 
Ink Company; house organ, Louis/O., long active in the service of the 
Allis Company; catalog, Warner & | National Industrial Advertisers As- 
Swasey Company; business paper, | sociation, was elevated to the presi- 
limited, Lamson & Sessions Com- | dency at the closing session of the 
pany and Architectural Forum; di- | NIAA convention here today. Mr. 
rect mail, limited, Stephan-National Dodds succeeds Charles McDonough, 
Industrial Advertising Agency for |Combustion Engineering Company, 
Cleveland Automatic Machine | New York 
Company; house organ, limited, | The six vice-presidents chosen 
A. B. Chance Company; catalog, | are E. J. Goes, Koehring Company, 
limited, A. B. Chance Company. Milwaukee; H. V. Mercready, Mag- 
Honorable mentions were also|nus Chemical Company, Garwood, 
given in each classification. N. J.; Terry Mitchell, Frick Com- 


‘ccniaieiaiaaiiaatiiti ;}pany, Waynesboro, Pa.; W._ D. 
Charge 29 with 


Murphy, Sloan Valve Company, 
| Chicago; L. J. Ott, Ohio Brass Com- 
| pany, Mansfield, and R. T. Reinhart, 
California Corrugated Culvert Com- 
. |pany, Berkeley. 

of Optical Goods List of Directors 

New York, Sept. 17.—Marking its| E. C. Howell, Carboloy Company, 
third and largest campaign against Detroit, was elected  secretary- 
alleged price-fixing in the sale of | treasurer, and the following direc- 
spectacles and optical supplies, the | tors were chosen for two-year terms, 
United States filed four civil suits |except where otherwise indicated: 
in the United States District Court | 
against 29 corporations and 68 in- 
dividuals, charging that substanti- 


Simonds Saw & Steel 


Boston chapter, Roy B. Baldwin, 
Company, 


Fitchburg, Mass.; Chicago, Frederic 
I. Lackens, Hays Corporation, Mich- 
igan City, Ind.; Cincinnati, Theo- 
dore Brown, Perry-Brown, Inc., 
(one year) and George P. Mathews, 
Lunkenheimer Company; Cleveland, 
H. W. Fortey, Warner & Swasey 
Company; Detroit, Tom Moule, 
Seiler, Wolfe & Associates; Indian- 
apolis, B. C. O’Brien, Roots-Con- 
nersville Blower Corporation, Con- 
nersville, Ind., re-elected; 

Los Angeles, M. R. Klitten. Mc- 
Carty Company, re-elected; Mason- 


Dixon, Fred S. Foltz, Foltz- 
Wessinger, Inc., Lancaster, Pa.; 
Milwaukee, Arnold J. Andrews, 


Bucyrus-Erie Company, re-elected; 
Montreal, D. W. Kelly, Canadian 
Industries, Ltd., Toronto; New Jer- 
sey, F. H. Pinkerton, United States 
Rubber Company, New York; New 
York, Keith B. Lydiard, Alan B. 
Sanger Company, New York; Phila- 
delphia, R. E. Lovekin, R. E. 
Lovekin Corporation, re - elected; 
Pittsburgh, Edmund D. Kennedy, 
Copperweld Steel Company, Glass- 
port, Pa.; 

San Francisco, 


pany, Berkeley; St. 


‘inghouse Company, 


R. T. Reinhart, 
California Corrugated Culvert Com- 
Louis, Anthony 
,Neher, Century Electric Company; 
Toledo, Philip Linne, Owens-Corn- 
ing Fiberglass Corporation; Toronto, 
John A. M. Galilee, Canadian West- 
Hamilton; 


Western New England, George B 
Wright, Nash Engineering Com- 
pany, South Norwalk, Conn.: 
Youngstown, L. H. Taylor, Deming 
Company, Salem, O.; at large, C. M 
Buchanan, Van Sant, Dugdale & 
Co., Baltimore 


New Policy for 


Hearst Round Table 


While the Hearst Round Table 
has resumed its meetings in Chi- 
cago, the sessions will be held only 
when speakers of outstanding im- 
portance are available, H. A 
Koehler, the chairman, announced 

Bringing the entire Hearst Chi- 
cago organization together, the 
meetings were held every Monday 
last year. 


Builder Names Kupsick 


M. Jacobs, apartment house 
builder, has appointed J. R. Kup- 
isick Advertising Agency, New York, 
to handle promotion of the Finch- 
ley, Jackson Heights, N. Y. 


| . ECONOMICAL 
| .\ 
REPRODUCTIONS 
BOOKLETS « FOLDERS 
MAILING PIECES 
Black & White or Color Work 


In N.Y.C. request Representative 


LAUREL PROCESS COMPANY 
480 Cenal St., New York City 
WaAlker 5.0526 


INFORMATIVE 
MANUAL FREE! 
Ask for It 


into a general combination 
and conspiracy to fix unreasonably 
high and non-competitive prices. 

The first suit alleges that Ameri- 
can Optical Company and Bausch & 
Lomb Optical Company dominate | 
the industry through their control | 
of 60 per cent of the manufacturing 
business and 70 per cent of the} 
wholesale. Under the leadership of | 
these two companies, it is charged, | 
the defendants not only acted in| 
concert to maintain prices at high | 
levels, but blacklisted and boycotted | 
dealers and jobbers who refused to | 
participate in the alleged conspir- | 
acy. Separation of the wholesale | 
and manufacturing phases is sought | 
in the case of the two largest com- | 
panies. | 

The government moved against 
Bausch & Lomb last May, the result 
being a $40,000 fine after the com- | 
pany pleaded no defense to an in-| 
dictment charging in part that it is | 
part of a German controlled monop- | 
oly in the production of precision 
optical instruments essential to im- 
plements of war. Later in the same | 
month, 14 manufacturers, 5 whole- | 
salers, 3 trade associations and 21 | 
individuals were indicted on anti- 
trust charges. They pleaded inno- 


“Wood Products” Plans 
S. American Edition 


Wood Products, Chicago, has an- 
Latin-American edition 
to be issued on a quarterly basis 
All reading mat- 
ter and advertising will be in 
Spanish. 

The publication, “Productos Ma- 
dereros,” will attempt to*encourage 
the adoption of American manufac- 
turing methods, designs and ma- 
terials in Latin America. 


Garrett Using Posters 

Garrett & Co. is using 24-sheet 
posters throughout Pennsylvania 
and New Jersey to promote its Vir- 
ginia Dare American wines. The 
campaign is being handled by Rich- 
ard A. Foley Advertising Agency, 


Paper Sales, a monthly sales and 
merchandising magazine for wrap- 
paper merchants and their 
the first issue of which 
will appear in January, 1941, has 
Davidson 
me Ga 


The Federal Communications 
Commission has approved an in- 
crease in power for WING, Dayton, 
from 500 watts daytime and 250 


night. New towers, transmitter and 


CBS. 5000 DAY ...C. 


»., 5000 NIGHT. Call Any Edward Petry Office 
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September 23, 1940 


Sears’ 1939 Use 
of Newspapers 
af All-Time High 


Last year’s figure represents an | 
|/newspapers as our almost exclusive 


increase of 6.15 per cent over 1938 
expenditures and an increase of 1.31 
per cent over 1937, the previous 
record year. A total of 893 news- 
papers in 47 states and the District 
of Columbia was used by Sears 
during 1939. 

In terms of space the huge sum 
spent by Sears last year to get its 


field 15 years ago—that of using the 


retail advertising medium—the in- 
crease was perfectly normal. It is 
pretty well accounted for by the 
fact that we opened a number of 
new stores during °39 and that our 
gross sales were the highest in the 
history of the company during the 
same year, thus making available 


Chicago, Sept. 17.—The news-/sales messages across to customers more money for advertising. 
paper advertising expenditures of | amounts to 89,239,278 lines. This “It is apparent from the study 
Sears, Roebuck & Co. hit an all-| total exceeds by 14,467,361 lines, or prepared by our national office that 


time high during 1939, it was an- 
nounced by T. J. Carney, president 


19.35 per cent, the amount of white 
space used the previous year. 


while Sears will not disregard other 
forms of advertising, we will con- 


Market 


se ofied 
LACE 


The rates for this department are as follows: 


- ; : . “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
of the company. News to the effect Sears’ advertising study further tinue to attract customers into Our kepresentatives Available,” 30 cents a line, minimum charge $1. Terms 
‘ een : —— siti | ceeeintion ; P ‘ — tores . ‘ iber: a) ‘ash with order. 
that these expenditures last year revealed that all but 8.34 per cent stores through a liberal use of All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 
reached the huge total of $11,409,-|of the company’s 1939 appropria- Newspaper space. $4.75 per inch. 


649 and topped the largest previous 
figure by $147,886 was contained in 
an advertising survey prepared by 


tion for retail advertising went to 
newspapers. Of this amount, 7.17 


|per cent was spent on circulars and 


Columbia Baking on Radio 


POSITIONS WANTED 


HELP WANTED 


‘ . -* YOURS—To have and to MOLD. A COPY AND IDEA MAN by Central 
Sears to assist its stores in planning | miscellaneous types of publications, Columbia Baking Company, At- college trained brain full of workable | Ohio age nay. anpereenie in woe 
’ , z F : ri . » ite rj ack leas. Selling ar merchandising exp.) magazine editing an asset. Subn 
the company’s 54th anniversary |and 1.17 per cent went towards the lanta, will promote its Twin Pack Chean aaa Trin” anne a nahin eat aie - with full details « 
. | bread over 25 Southeastern radio | 0d correspondent. | Will nsider my e com ’ i 
celebration being held from Sept.| purchase of radio time. ¢ sy “ ae anything for start. In distress and) experience in first letter. 
r S aed be stations by means of a series Of need help Box 3128, ADVERTISING AGE, Che: 


12 to Sept. 28. 


Basic Policy Explained 


transcribed, dramatized, one-minute 
announcements. The announcements 


Box 3130, ADVERTISING AGE, Chgo 


REPRESENTATIVE WANTED 


‘* TD P : tenti Sonre’ - 4 15 years as Account Executive and 
, se oa ao Sears CON- | were produced by the Freitag! Advertising Manager, industrial and | Small but well-established techntent 
= }tinuea recognition Oo re newspaper -ertising ency lanta i consumer products, national and dealer | publication wants a young space sales 
FREE Firat oe las its primary retail advertising ee im cg Pon ms campaigns. Aggressive, intelligent,| man who is now representing one + 
first Order wal Ss | nga 3 . : collaboration with ationa road~ | likeable. Employed by Ohio agency.| two papers in the Chicago territory 


| 
| 
| 


Jer and Brush FREE with your first order 
S$ S Artist Rubber Cement. Nationally 


medium, last year’s increased news- 
paper advertising expenditures car- 


casting Company. 


Seeks wider scope for his talents with 
manufacturer or agency. Will work 
his head off for you! 


Write in detail t 


o 
Box 3129, ADVERTISING AGE, N. \ 


pompano me a wr apy significance,” ex- Buckley in Transamerica tox $131, ADVERTISING AGE, Chee. REPRESENTATIVES AVAILABLE 
$ ciel Frishet Cement, $3.50 per gal. | P po bac poe definite policy The Earle A. Buckley Organiza- YG. WOMAN, SECY EDIT. ASSIST. SURES RET QueNTattvE 

\ti" “ ‘ ; A H Wil: . is ac 2 lecte ant, 2% years’ experience as assistan experienced = j fertisingy space siles 

Ss RUBBER CEMENT CO. | | which Sears has consistently fol- tion, Philadelphia, has been elected editor of large employee magazine.| man, wide acquaintance, N.Y.C. Of 
3438 No Halsted St. CHICAGO, ILL paced = ? to membership in the Transamerica’ wide secretarial experience. Seeks | fice wants Eastern representation « 


| 


lowed since first entering the retail 


Advertising Agency Network. 


466 W. 


Meeting a Deadline? 


responsibility. Excellent references. 
Box 3132, ADVERTISING AGE, Chgo 


Ady. Mer. 14 years industrial adver- 
tising experience. Knows department 
und agency management. Experienced 


leading publication, commission basi» 
Box 3113, ADVERTISING AGE, N, \ 


To a good small magazine —advertis 
ing representative available, a: 
quainted Eastern firms and agencie 


in copy, layout, house organs, cata-|experienced in merchandising, wit! 
logs, sales letters, mail order, pub- | practical promotional ideas that ge 
licity, purchases, Can show sales re- | results for publication and advertiser 
sults Now employed Best refer- New York office. Confidential analysis 
ences. without obligation. 

Box 3133, ADVERTISING AGE, Chgo. Write D. R.,. ADVERTISING AGE, N. \ 


CLARENCE MORRIS 
Dallas, Tex., Sept. 19.—Clarence 
Morris, president and general man- 


Expand Three Feathers 
Whisky Campaign 


ager of the Petroleum Engineer |. Oldetyme Distillers Corporation, 
Publishing Company, publisher of New York, ped expanding its current p 

Petroleum Engineer, died in Los pratt gpan er ag and putting 

greater emphasis on _ point-of-sale 
Angeles yesterday of a heart attack. | displays for the balance of 1940. n 
Mr. Morris, who was 56, had been! Peck Advertising Agency, New y 
identified with oil publications for | York, has the account. a 
25 years, first with the Oil City | ——_—— \ 
Derrick, later with the Oil and Gas * 42 
Journal, and for the past 11 years —_ pigtail c ‘) 

pe a . : ie ark ilfor mport Corpora- 
pe ye Siaek teemen enguaer, tion, New York, has ech Maree th _ 

Hamburger Distillery, Brownsville, 

sa Pa. Acquisition of the distillery 
FRANK B. KELLY increases the company’s capacity by C 
Newark, Sept. 17.—Frank  B. 15,000 gallons a day. “s 
Kelly, advertising manager of Sears, b 
Roebuck & Co. here since 1936, died p 
in Orange Memorial Hospital re- E 
cently. SI 


Trommer Begins Drive 


John F. Trommer, Inc., Brooklyn, 
has begun a newspaper campaign 
featuring its product as an “all- 
malt” beer made with barley malt 


T exclusively. The Trommer label, JACKSONVILLE, FLORIDA 
IME trained the hands of our Sa ic loins ee eae. ae Trading Area 


master craftsmen to produce printing plates 
that measure up to every type of printing 
job ... Any Wallace-Miller photo-engraving 
is an accurate reproduction in metal... made 
right... to print right...on schedule as prom- 
ised...and at a fair price...We would like to 


estimate your next job of photo-engravings. 


WALLACE-MILLER 


Photo-Engravers 
SUPERIOR ST., 


CHICAGO 


CO. 


proximately 70 newspapers in the 
metropolitan New York area, New 
Jersey and in scattered points in 
New England, New York state and 
eastern Pennsylvania are being used 
through Federal Advertising 
Agency, New York. 


Stevens to Cleveland 

C. Howard Stevens, formerly with 
Tracy-Locke-Dawson of New York, 
has joined the staff of the Griswold- 
Eshleman Company, Cleveland, as 
assistant account executive 


Burbank Quits Eaton 


Paul E. Burbank has resigned as 
vice-president of Eaton Paper Cor- 
poration, Pittsfield, Mass 


sWMBR 


Jacksonville — basic 
Florida CBS Station 


sWFOY 


Saint Augustine —a 
bonus station at no 
extra cost to WM BR 
national advertisers 


Delivering 11.3% more people 
at 14.3% less cost 


Representative . 
PALL HH. RAYMER COMPANY 
NEW YORK CHICAGO DETROTT 
SAN FRANCISCO Las ANGELES 


TORONTO 
MONTREAL 
WINNIPEG 
LONDON. Eng 


J. J. GIBBONS LIMITED 


GIBBONS KNOWS CANADA 


* ADVERTISING AGENTS 


CALGAIT 
EDMONTON 


NEW PROSPECTS 


thing required for an effective. quick 
100,000 pieces of mail. 
No 


TRADE CIRCULAR 


Dept. AA. 27 


found in NEW MAILING LISTS 


For additional lines of busines~ or trade outlets for YOUR goods or services 
consult our 1940 Mailing List catalog. 
imate counts. to choose from. Will gladly assist in making selections. give 
total count- for a group of states. and tell you how we can serve you in 
many ways. from making plans. writing copy. printing letterheads and fold 
ers, to doing your multigraphing. addressing and mailing 


job too small 
What do vou wish to have done? 


South Market Street 


may be 


Over 6000 classifications. with approx 


in fact. every 
job of sales promotion. Daily capacity 


or too large. 


ADVERTISING CO. 


Chicago, I! 
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September 23, 1940 


ADVERTISING AGE 27 


‘Soap Operas’ to 
Be Reshuffled as 
Daylight Time Ends 


New York, Sept. 18.—On Sept. 
30th, the day after the clocks are 
turned backward on the Eastern 
seaboard, Procter & Gamble Com- 
pany will take advantage of the 
change in time to engage in its 
annual reshuffling of the various 
programs sponsored on the Red net- 
work of the National Broadcasting 
Company. This date will also mark 
the debut of a new program, “This 
Small Town,” to be heard daily from 


10 to 10:15 a. m. for Duz on an 
undetermined number of. stations. 
All programs involved in the 


current P&G changes are daily 15- 
minute serials. “Woman in White,” 
the serial for Camay soap, will be 
shifted to the Columbia Broadcast- 
ing System where it will be aired 
at 1:15 p. m. on 32 stations. “*Mid- 
stream” will be dropped following 
the Sept. 27 broadcast. 

“Man I Married,” for Oxydol, 
moves from 10 a. m. to 11 a. m. 
and adds six stations, making a 
total of 51. “Houseboat Hannah,” 
for Lava, will shift from 10:15 a. m. 
to 10 o'clock and also add six sta- 
tions, making a total of 18. “Road 
of Life,” for Chipso, moves from 
11:15 a. m. to 11:30 and continues 
on 32. stations. Dreft’s program, 
“Lone Journey,” now heard in Chi- 
cago and the West at 11:15 a. m., 
moves to 5:15 p. m. and adds nine 
stations, giving it a total network 
of 23 stations. On Oct. 21, 17 more 
stations will be added to the Dreft 
program network. 

Ivory’s “Against the Storm” will 
move from 11:30 a. m. to 11:15 and 
will continue on 61 stations. An- 
other Dreft program, “Kitty Keene,” 


will shift from 5:15 p. m. to 11:30 
1m. This program is heard on 
20 stations and on Sept. 30 will be 
sponsored for Dash on five addi- 
onal stations. 

Further changes to take place 


Oct. 21 include the transferring of 
“The O’Neill’s” to CBS where it will 
be heard for Ivory soap at 5:15 
p. m. over 17 stations. “Life Can 
Be Beautiful,” heard on 18 NBC Red 
stations, will move from 5:15 p. m. 


to 5:45. 

Agencies in charge of the P&G 
programs are Blackett - Sample - 
Hummert, Compton Advertising 


and Pedlar & Ryan. 
Five-Minute Nash News 


Nash-Kelvinator Corporation will 
sponsor John B. Kennedy as com- 
mentator in a new program, begin- 
ning Sept. 30. The news broadcast, 
to be heard on about 60 stations of 
the NBC Blue network, will be the 
first five-minute news program to 
be accepted by NBC for a national 
hook-up. Five-minute programs 
were formerly aired only on local 
NBC stations and the shortest pro- 
gram accepted for a national net- 


work ran for 15 minutes. Kennedy 
will be heard daily except Sunday 
at 9:30 p. m. through Geyer, Cor- 
nell & Newell. 


Macfadden Renews 


Macfadden Publications, Inc., has 
renewed “The Voice of Liberty,” 
leffective Nov. 21. The program, 
| featuring Gabriel Heatter, is broad- 
cast Thursday and Saturday from 9 
to 9:15 p. m. over 13 stations of 
the Mutual Broadcasting System. 
Erwin, Wasey & Co. is the agency. 


International Back 


International Silver Company will 
return the “Silver Theater” to CBS 
after a summer hiatus Oct. 6. The 
program will be aired Sunday from 
6 to 6:30 p. m. over 55 stations. 
Young & Rubicam handles the ac- 
count. 


Westinghouse to Red 


Westinghouse Electric & Mfg. 
Company, which has_ sponsored 
“Musical Americana” ona split NBC 
Red and Blue network since July 2, 
will shift the program to the Red 
network Oct. 10. The show was 
previously aired on the Blue net- 
work. Under its new set-up, the 
program will be heard from 10:30 
to 11 p. m. over 81 stations. Fuller 
& Smith & Ross is in charge. 


Rinso Back on CBS 


Lever Bros. Company will return 
“Big Town,” for Rinso, to CBS 
Oct. 9. The dramatic series will be 
aired at a new time, Wednesday, 
from 8 to 8:30 p. m., over 71 CBS 
stations and 31 stations of the Cana- 
dian Broadcasting Corporation, an 
addition of four stations. Ruthrauff 
& Ryan is the agency. 

Show for Ghirardelli 

Ghirardelli Chocolate Company 
will have exclusive West Coast 
sponsorship of the “Show of the 
Week" over the Mutual network 
after Sept. 29. This program, origi- 
nating in New York, with Vincent 
Lopez, Buddy Clark and_ guest 
comedians, on Sunday afternoons 
will be used to advertise Ghirardelli 
ground chocolate and Nu-malt from 
stations in San Diego, Los Angeles, 
San Francisco, Portland, Tacoma, 
and Seattle. Erwin, Wasey & Co 
is the agency. 


“My Son” to Return 


General Foods Corporation has 
renewed “My Son and I,” effective 
Sept. 30. The daily 15-minute serial 
is heard at 2:45 p. m. over 57 CBS 
stations. Young & Rubicam directs 
the account. 

Florida Citrus Changes 

Florida Citrus Commission has 
changed the starting date of its new 
program, featuring Mary Margaret 
McBride, from Sept. 30 to Oct. 7. 
Formerly scheduled to be heard at 
3:15 p. m., it will be broadcast 
instead from 3 to 3:15 p.m. Arthur 
Kudner is the agency. 


Two Langendorf Programs 


Two programs scheduled for early 
release over the Don Lee network 
for Langendorf United Bakeries are 


HEADS COAST OFFICE 


Men 


do a twice daily program, starting 
Oct. 1, Monday through Friday at 
10 a. m. and 6:30 p. m., Pacific Coast 
time. Leon Livingston Agency, San 
Francisco, handles the account. 


Sports News for Bailey 


Starting Oct. 2, the George S. 
Bailey Hat Company, Los Angeles, 
will sponsor a five-minute sports 
news program over the 15 stations 
of the Don Lee network in Cali- 
fornia. Lee Ringer, Angeles, 


is the agency. 
: from 8:30 to 8:55 p. m. over 66 
haimepred wor < andy /'CBS and 29 CBC stations. Sherman 
Paul F. Beich Company will spon- | & Marquette is the agency 
sor “Peter Quill,” formerly a local | , 
show, for Whiz candy bars, begin- KVI am llin 
ning Oct. 6. The program will be | vic es Ho ; gbery ted 
oadcast S av fr 30 . acoma, has appointe 
broadc me und 'y <yrer * & = “ George P. Hollingbery Company as 
p. m. over nine MBS stations. N. W. national representative , 
Ayer & Son has the account. : ‘ Pane 


Mars Adds 36 Stations Hotel Names Agency 
| Making a total national hook-up Hotel Weylin, New York, has 
|of 95 stations, Mars, Inc., will add appointed Needham & Grohmann, 
36 stations to the NBC Red network | New York. 
‘for “Dr. I. Q.,” effective Oct. 7. 
The quiz program, for Mars conte | 
products, is heard Monday from 9 
to 9:30 p. m. Grant Advertising is | 
“Shafter Parker and His Circus,” | the agency. | 
which will advertise Wheato Nuts, | . x . 
a cereal, to be heard Monday. Sloan's Takes Gangbusters 
through Friday at 5:30 p. m., Pacific William R. Warner & Co. will 
Coast time, starting Oct. 1, and John |sponsor “Gangbusters,”” formerly a 
B. Hughes, commentator, who will ‘Colgate - Palmolive - Peet Company | 


show on CBS, for Sloan’s liniment 
on 84 stations of the NBC Blue 
network. Beginning Oct. 11, the 
program will be aired Friday from 
9 to 9:30 p. m. through Warwick & 
Legler. 


Wayne King Renewed 


Colgate-Palmolive-Peet Company 
has renewed Wayne King and his 
orchestra, effective Oct. 5 when the 
musical program will return after 
a summer hiatus. The show will be 
heard at the same time, Saturday 


Los 


Robert M. Watson, who has been named 
manager of the San Francisco office of 


Ruthrauff & Ryan. 


YOU CAN'T MISS...IN PROVIDENCE! 


‘™ 
_ J 
ce 
— 


SSAYERS of business, cognizant of the National defense 
program, pick industrial areas as the locale of biggest 

sales strikes. Centre of the country's most highly industrialized 
State, Providence is a prospective bonanza created by increasing 
employment and payrolls. Government contracts exceeding 
$30,000,000 have already been placed in the Providence market 


crea. Now is the time to stake out your claim! 


cad, Ge PROVIDENCE JOURNAL-BULLETI 
; , 2 c 
Gu y ae Englands jw Largest Markel! 
REPRESENTATIVES: Chas. H. Eddy Co., Inc. ¢e New York « Chicago « Boston « Atlanta « RK. J. Bidwell Co. ¢ San Francisco « Los Angeles 
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ADVERTISING AGE 


Start Collection 
of Data for NAB 


Sales Statistics 


Washington, D. C., Sept. 
Actual collection of data in the 
National Association of Broadcast- 
ers’ new statistical project, in which 
purchases of radio time by local and 
national advertisers will be reported 
in terms of broadcast units, will get 
under way next week, it was learned 
here today. The first report to be 
compiled will thus cover September 
billings. 

For the remainder of this year the 
practice will be continued on an 
experimental basis and the experi- 
ence accumulated will be used by 
the NAB research committee in set- 
ting up a permanent system of 
reporting, beginning in January, 
1941. Paul F. Peter, director of 
research, is in charge of the project. 


|24 separate product classifications; 


19.— | 


The expectation of NAB officials | 


is that at least 100 stations will 


}unit volume 


comply with the requests for infor- | 
mation at the outset, with the num- | 
|of information for special analyses 
ing gradually during the next three | 


ber of cooperating stations increas- 


months. Regular reports from 250 
stations are deemed sufficient to | 
compile an accurate record of radio | 
expenditures. 


What Report Will Show 


Newly prepared forms which will 
go out to broadcasters next week 
call for breakdowns showing names 
of all advertisers; product or service 
advertised; whether the classifica- 
tion is retail or general; whether the 
source of the business is regional 
network, national spot or local; type 


} 


quarters. 

In addition to the overall report 
sheet, there will be additional 
breakdowns by types of sponsoring 
business, with the retail and gen- 
eral headings analyzed further in 


and breakdowns according to size 


of community and class of station. 

According to the definition of 
“broadcast unit’ adopted by the 
NAB research committee, one pro- 
gram unit will equal one minute of 
program time. Thus, a 15-minute 
program equals 15 program units, 
a 30-minute program, 30 program 
units, etc. An announcement unit | 
will constitute one announcement 
when the time consumed is not more 
than one minute, 29 seconds. An- 


/nouncements of one and a half min- 


utes or more will be rounded to 
the nearest minute and reported in 
terms of corresponding units. An- | 
nouncements sold on a word basis 
will be converted to minutes through 
the use of the average of 100 words 
a minute. 


May Supply Special Requests 


In addition to furnishing monthly | 
reports to the NAB 
membership, it is expected that the | 
plan will make available a reservoir 


for broadcasters as 
advertisers, agencies 
tions. 
The new reporting service will | 
mark the association’s re-entry into 
the field of advertising statistics 
after an absence of several years. 


well as for | 
and publica- | 


| When NAB last undertook the com- 


pilation of volume data only non- 


|/network programs were covered and 


‘reports were issued in terms of | 
dollar volume. Simple forms were 
|used, requiring reports only on the 


|name of the sponsor, 


of rendition—live talent, transcrip- | 


tion or record; length of broadcast 
and time of day; and number of 


product adver- 
tised, whether program was national 
spot or local, type of broadcast and 
gross receipts for time during the 
month. About 250 stations cooper- 


times per month. National networks | ated regularly in the compilation of | 


will report directly to NAB head-|the reports. 


PRESIDENT 


John L. Horgan 
Gen. Mgr. 


HOTEL EDISON 


SAME OWNERSHIP 


Direct Subway fntrance 
Worlds Fatr 


New York's Popular 
HOTEL 


LINCOLN 


441TH TO 45TH STS. AT 8tH AVE. 


1400 ROOMS from $3 
Each with Bath, Servidor, and 


Radio. Four fine restaurants 


acclaimed for 


cuisine. 


THIS’ WEEK 
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Index of Retail Activity in 
82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 
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JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
~| Gain % Gain 
37-Week 37-Week 37-Week or Loss or Loss 
Period Period Period 1940 1940 Week Week % Ga 
Ended Ended Ended over over Ended Ended or 
Sept. 17, 1938 Sept. 16,1939 Sept. 14, 1940 1938 1939 Sept. 16, 1939 Sept. 14,1940 Le 
‘Akron, ©). ‘ : 8,452,276 6,874,481 6,673,786 21.1 2.9 212,569 213,518 +4 
Albany, N. Y 5 SG68,846 »,714,717 5,399,550 8.4) 5.5 159,487 143,824 
"Atlanta, Ga. ‘ . 10,636,604 12,093,410 10,526,677 1.0 13.0 447,804 363,132 1 
taltimore, Md e+ 14,851,477 15,026,799 15,347,156 + 3.3 + 2.1 465,862 160,432 ] 
Birmingham, Ala. .... 8,756,776 9,137,562 9,835,556 + 12.3 + 7.6 $35,650 $23,540 
“Boston, Mass 12,866,247 12,892,954 12,285,947 4.5 4.7 448,529 $11,273 
Bridgeport, Conn , 6,179,180 6,790,202 7,055,136 + 14.2 +-3.9 241,444 231,392 
Buffalo, N. Y... ‘ 10,818,990 10,816,533 10,285,833 4.0 4.9 264,458 371,842 4\ 
Camden, N. J 2,597,497 2,899,374 3,708,442 t+ 42.8 27.9 116,264 119,218 
Cedar Rapids, la 3,342,808 3,504,030 3,308,433 1.0 5.6 96,614 85,946 1 
Charleston, W. Va 6,517,916 7,105,203 7,025,446 + 7.8 1.1 204,036 215,502 
“*hicago, I11. 2138S TRO 20,236,738 19,558,247 S64 3.4 599,908 652.046 + § 
Cincinnati, O. 10,494,546 10,707,257 11,322,626 7.9 5.7 303,572 356,321 +17 
Cleveland, ©. 10,160,838 12,398,019 12,767,146 24.8 3.0 412,445 384,959 ‘ 
Columbus, © 8,536,062 9,169,53 9,171,024 7.4 , 288,569 251,101 ] 
Dallas, Tex 14,312,557 14,434,580 13,997,975 2.2 3.0 460,131 441,856 
Davenport, Ta 6,561,943 6,492,592 6,560,138 eh + 1.0 199,402 198,310 0.6 
Dayton, OO) ... 8,813,974 9,576,720 688,840 9.9 +1.2 303,478 $02,232 ( 
Denver, Colo. ... 6,077,801 6,318,624 940,248 2.3 6.0 173,271 191,944 +10 
Des Moines, la 4,473,076 4,426,107 1,628,073 + 3.5 4.6 151,312 136,835 ’ 
Detroit, Mich. . 12,138,093 13,694,551 14,364,037 + 18.3 + 4.9 474,751 551,135 lt 
El Paso, Tex... 6,996,828 7,299,352 7,411,486 »% 1.5 206,818 182,966 l 
Erie, Da ver 6,159,226 6,685,420 6,475,308 154 3.2 214,998 187,726 12 
Evansville, Ind. 8,388,156 8,202,066 8,399,201 t0.1 2.4 235,326 222,236 
Fall River, Mass 2,171,464 2,360,119 2,407,412 10.9 + 2.0 75,619 70,601 t 
Flint, Mich aeateets 4,795,742 5,650,238 6,192,536 29.1 + 9.6 189,812 199,892 
Fort Wayne, Ind 7,421,393 7,379,774 7,643,847 3.0 + 3.6 231,112 212,142 
Gary, Ind is 3,909,490 $151,176 4,471,654 14.4 + 7.7 120,185 146,047 + 
Grand Rapids, Mich 6,229,152 6,000,382 6,247,066 + O.8 4.1 189,434 217,420 | 
Greenville, 8. C... 4,475,981 4,572,979 5,103,044 + 14.0 + 11.6 130,793 145,819 1 
Houston, Tex on 11,550,078 12,059,544 13,218,238 + 14.4 + 10.0 548,114 535,276 2 
Huntington, W. Va 4,987,126 5,478,773 5,727,942 + 14.9 + 4.5 182,024 145,301 20 
Indianapolis, Ind, 10,909,536 11,464,318 12,343,921 + 13.1 7.7 389,620 381,878 Z 
Jacksonville, Fla. 5,942,282 6,423,550 6,770,680 + 13.9 + 5.4 199,682 193,830 2 
Jersey City, N. J 1,424,823 1,465,373 1,481,378 4.0 +1.1 $0,053 50,279 +2 
Kansas City, Kan 1,922,179 1,849,995 2,113,426 10.0 14.2 79,037 58,723 2 
Knoxville, Tenn 6,956,291 7,456,895 7,352,212 POT 1.4 204,134 207,466 
Little Rock, Ark 6,547,886 6,456,479 6.682.494 + 2.1 +3. 211,414 194,012 
Los Angeles, Cal... 16,389,852 17,461,011 17,095,252 + 4.3 2.1 $96,935 580,090 + 16.7 
Louisville, Ky. .. 9,693,183 10,017,252 10,157,883 + 4.8 1.4 317,340 $27,144 
Lynn, Mass. . 5,440,610 5,865,904 6,235,628 + 14.6 +6.3 184,044 179,298 2 
Manchester, N. H , 2,556,361 3,268,047 3,081,729 + 20.6 5.7 77,548 80,044 
Memphis, Tenn 7,836,878 8,331,708 9,035,264 + 15.3 8.4 254,884 230,328 
Miami, Fla. . ¥,261,175 4,230,702 10,008,287 + 8.1 +84 204,064 213,184 i 
‘Milwaukee, Wis. . 10,304,709 9 827,753 10,702,600 3.4 10.0 331,157 $51,146 t 
“Minneapolis, Minn 9,243,521 9,514,747 8,607,608 6.9 9.5 334,159 264,376 ‘ 
Moline, Rock Island, Ill. 5,819,478 », 799,878 5,870,908 0.9 1.2 178,080 169,624 ‘ 
Nassau County, L. | 1,674,630 L. 798,955 1,636,616 2.3 0.0 5,891 15,53 l 
New Bedford, Mass 2,179,170 2,181,592 2,423,008 + 11.9 11.1 73,178 70,910 
New Haven, Conn 6,264,440 6,410,810 6,674,780 + 6.6 +41 216,580 205, 898 {. 
New Orleans, La 13,017,429 13,562,340 14,013,522 a0 3.3 $59,124 35,838 
New York, N. Y 10,235,085 10,035,920 19,293,890 2.3 1.9 1,457,218 1,506,023 
Brooklyn, N. ¥ 8,470,015 2,733,072 2,422,567 30.2 11.4 82,773 87,575 
Norfolk, Va. 6,512,156 6,662,824 7,126,882 +94 + 7.0 189,966 206,486 
Oakland, Cal 5,132,857 439,553 6,131,574 + 19.5 + 12.7 148,467 204,262 
‘Oklahoma City, Okla 8,314,815 6,312,628 5,491,940 34.0 13.0 166,950 163,758 
Omaha, Neb. i 1,177,927 1,048,745 4,140,971 0.9 + 2.3 106,678 ‘ 
Peoria, Ill. 7,083,791 7,444,717 8,092,183 14.2 + 8.7 221,970 
Philadelphia, Va 17,999,565 IS,855,582 19,658,339 9.2 + 4.3 675,152 
Phoenix, Ariz », 360,756 5.145.966 5,660,816 6 10.0 152.894 ' 
Pittsburgh, Pa. 14,788,214 13,953,338 14,5 0.9 1.4 131,858 $31,704 
Portland, Ore 8,225,776 8,860,973 A ; 4.3 11.1 249,872 39.708 i 
Reading Pa 6,918,155 6,925,527 7,592,640 + 13.4 6.7 214,102 203,182 
Richmond, Va 8,427,160 8,944,548 8,997,156 +- 6.8 0.6 249,032 280,182 2 
Rochester, N. y 10,012,037 10.4680 10,629,133 6.3 1.6 347.111 140,984 
Rockford, Il 876,532 64,230 9,030,248 10.5 + 6.7 173,810 169,512 - 
Sacramento, Cal 905,763 791,464 » 658.509 +2 8 a3 182.924 180.952 
San Antonio, Tex 4,414,488 041,579 », 250,62 18.9% + 4.1 162,990 169.13 
San Diego, Cal 8,942,648 4,129,181 8,208,452 8.2 10.1 290,206 920,724 
Seattle, Wash 6,322,587 7,884,702 8,23 60 tO.2 -4.4 257,432 259,644 
South Bend, Ind 4.882.757 3.684.287 , 689.287 24.5 0.1 100.639 110 % 
‘Spokane, Wash 4,616,146 1,658,752 1,553,602 14 2 140,028 145,082 . 
St. Louis, Mo 12,193,261 12,447,120 12,637,76 t.6 +1 423,025 377,85 
‘St. Paul, Minn 7,843,939 7,444,218 7,355,001 6.2 1.2 291,040 254,155 
“Syracuse, N. Y 4,963,910 1,896,248 5,006,250 0.9 + 2.2 165,123 182,140 
Tacoma, Wash 4,180,148 1,408,790 4,610,294 + 10.3 + 4.6 137,074 150,122 
Tampa, Fla $1,158,606 1.670.918 5.470.768 31.6 17.1 156.030 106.078 
Toronto, Ont., Can 4 996 11,321,138 10,432,299 13.3 7.9 300,617 286,780 
Troy, BM. ¥ 184 3,048,420 2 958.494 + 4.5 3.0 93,926 103.466 
Tulsa, Okla O7S 6,258,624 t TORI > 40 207,508 211,414 
Washington, DPD. C 23,701,857 23,251,071 2 SS NG0 0.7 +-41.2 813,801 743,98 
Youngstown, ©) > OS9 251 292.528 >, 89,95 14.4 ~ 4.4 16S 60 le x 
Total 663,894,911 679,161,817 BSS,419,842 7 1.4 21,749,627 22,327,151 
1 Akron Times-Press discontinued Aug. 28, 1938 8 Spokane Press discontinued March 18, 1939. 
2 Linage of Daily American combined with Record 9 St. Paul Daily News discontinued April 30 
Buffalo Times discontinued Aug. 1, 1939 10 San Diego Sun suspended publication Nov. 2 
4 Chicago Herald & Exam. discontinued Aug. 28, 1939 11 Atlanta Georgian and Sunday American ceas: 
» Milwaukee News discontinued Jan. 14, 1939 lication Dee. 17, 1939 
- Oxianoma News discontinued Feb. 24, 1939 12 Linage of Syracuse Journal combined with H 
7 News-Times discontinued Dec. 28, 1938 ‘3 Minneapolis Star and Journal merged Aug. ! 


Names Hibbs Editor 


Ben Hibbs, associate editor of 
Country Gentleman for 11 years, 
has been named editor, succeeding 


Philip S. Rose, who is retiring 


American Oil Appoints 


American Oil and Supply Com- 
has appointed 
Newark, 


pany, New 


A. W. 


ark, N. J., 
Lewin 


& Co., 


handle its advertising 


vie 


pred 


Now It’s “NJ” 


National Jeweler, 
changed the name of the pub ice 


to tion to NJ beginning with the 5¢P- 


tember issue. 
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September 23, 1940 ADVERTISING AGE 29 
P P almost unbelievable coercion. Our tiser, accordingly, must exercise 
Wilmin ton Case STRESSES BUTTER ~NIAA Told of sales during the same period in- constantly increasing vigilance lest 
creased more than two-thirds, he lend support to publications 
e e almost 70 per cent, from a much whose secret mission is to destroy 
fi) Determine “In all my experience, I've Dual Assi nment larger base. Last year and this, of the reputation of American goods 

never known a real substitute |course, have seen our totals in- and their producers. 


Status of ‘Cola’ 


(Continued from Page 1) 


1939, gross sales approximated $85,- 
900,000, yielding a net profit of 
about $30,000,000. About $8,000,000 
was spent in advertising last year. 

Mr. Gilbert, going into more de- 
tail, said that the Coca-Cola Com- 
pany utilizes not only all recognized 
forms of advertising, but many 
whose usefulness are not generally 
realized. Its five major media em- 
brace Magazines, newspapers, out- 
door advertising, radio and dealer 
aids. Miscellaneous forms of adver- 
tising include booklets, pamphlets, 
calendars, rulers, blotters and 
metches, and a host of others which 
bring the grand total up to 58. Sam- 
ples of most of these were on display 
around the room, the exhibit in- 
cluding a poster and a large number 
of Coca-Cola bottles demonstrating 
the evolution of the container from 
1926 up to the present. 

Mr. Gilbert estimated that the 
company’s 1939 advertising was 


seen by 224,917,638 magazine read- | 


ers and 8,164,492,350 pedestrians 
and motorists through the medium 
of outdoor advertising, while an- 
other 327,630,000 persons were 
reached via radio. 

New Trademark Rulings 

The trademark division of the 
United States Patent Office itself is 
beginning to take cognizance of the 
confusion created by the multipli- 
cation of “Cola” trademarks, Ralph 
Hayes, vice-president of the Coca- 
Cola Company, said yesterday. Mr. 
Hayes reported that an application 
for registration of “Lucky Club 
Cola” as a trademark for a car- 
bonated beverage has been refused 

ground that its similarity 
‘a-Cola”’ would tend to de- 
ceive purchasers. 

Mr. Hayes also cited another 
decision which appears to establish 
a precedent in efforts of the Los 
Angeles Brewing Company to regis- 
ter “Eastside Cherry Coke.” 

“The record clearly established,” 
said Assistant Commissioner Leslie 
Frazer, of the United States Patent 
Office, “that a vast portion of, the 
public, in calling for Coca-Cola at 
places where carbonated beverages 
are sold, abbreviates the trademark 
‘Coca-Cola’ into ‘Coke’ or ‘Koke’ 
and thus a call for ‘Coke’ at such 
establishments is a call for Coca- 
Cola and is so understood by deal- 
ers and the public.” 

In the current case, the Coca-Cola 


JESS H. STRI 


yn the 
to “Cor 


Rorqnerls Betting 
“48 Lewth Dearbere Street Cimcoge | 


PENTRAL 9503 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 
Delaware 3244 
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1\@ 
NOW in a New Butter-color Wrapper! 


Testimonials from chefs of well known 

hotels and restaurants are being used 

by Freihofer Baking Company in Phila- 

delphia and nearby newspapers to point 

up its story of "better bread baked with 

more butter." Richard A. Foley Adver- 
tising Agency is in charge. 


Company asks for an 
against Nehi, with an 


injunction 
accounting. 


for Advertising 


as visualized by J. M. 
|apparatus advertising and 
/motion 


(Continued from Page 1) 
The emergency job of advertising, 
McKibbin, | 
sales pro- 


manager, Westinghouse 


| Electric & Mfg. Company, is to help 
| industry unerringly to find the right 


| 


| 


| 


| producer 


| Cleveland, urged NIAA 


of the required material. 
Harry W. Fortey, advertising direc- 
tor, Warner & Swasey Company, 
members 


| to sell their superiors on the neces- 


| sity of maintaining normal advertis- 


! 


The court has given each side two. 


| weeks in which to present its testi- 
mony and give a final summing up, 
so that the trial will run for about 
a month. 


Republic Steel Sponsors 
Spanish Program 

Republic Steel Corporation will 
sponsor a radio campaign in Span- 
ish to South America, the program, 
“Your Faithful Servant—Industry,” 
featuring the development of major 
American industries in partnership 
with steel and their contributions 
to modern living. 

Broadcasts will be on Tuesdays 
at 8 p. m., EST, via the international 
short-wave station, WGEO, Sche- 
nectady. Present plans call for a 
13-week campaign, beginning Oct. 1. 
The export division of the G. M. 
Basford Company, New York, is 
handling the program. 


Mid West Ad Managers 
Elect Lau President 


Luther Lau, advertising manager 
of the Enterprise and Journal, Beau- 
mont, Tex., has been elected presi- 
dent of the Mid West Advertising 
Managers Association. O. C. Brown, 
advertising manager of the Okla- 
homan and Times, Oklahoma City, 
was elected vice-president; John R. 
Griffith, local advertising manager 
of the Wichita Eagle, secretary- 
treasurer, and Carl] P. Flynn, local 
advertising manager of the Tulsa 
Daily World, sergeant-at-arms. 


Sports Drawings Feature 
Phillies Cigar Copy 

Action drawings of sports will be 
featured in a new newspaper cam- 
paign of Bayuk Cigars, Inc., for 
| Phillies. The copy theme is, “Men 
| who smoke Phillies get more out of 
smoking,” and emphasis continues 
| to be placed on Phillies as “Ameri- 
ca’s No. 1 Cigar.” 

The advertisements are designed 


for use on sports pages. Ivey & 
Ellington, Philadelphia, is the 
agency. 


Ozite in Fall Drive 

Clinton Carpet Company, Chicago, 
has expanded its fall advertising 
campaign for Ozite rug cushions, 
scheduling space in American Home, 
Better Homes & Gardens, Bride’s, 
Cosmopolitan, Good Housekeeping, 
House Beautiful, House & Garden, 
Ladies’ Home Journal, McCall’s, 
| Sunset, This Week and Woman's 
|Home Companion. R. A. Phelps is 
| advertising manager. Earle Ludgin, 
| ine. Chicago, is the agency 


Buys Interest in WSUN 


The city council of St. Petersburg, 
Fla., has voted to buy the West 
| Coast Broadcasting Company’ s in- 
| terest in WSUN. 


‘Thomas Names Anderson 

S. B. Thomas, Inc., baker of spe- 
cialty products, has appointed Mer- 
rill Anderson Company, New York, 
to handle its advertising 


Super Market Convention 

The Super Market Institute will 
hold its fourth annual convention 
at Kansas City Sept. 22-25 


ing in anticipation of the day when 
automatic demand will cease, and 
real selling again become impera- 
tive. 

Must “Sell” Sacrifice 

Edward J. Noble, recently Under 
Secretary of Commerce, took some- 
what the same viewpoint, asserting 
that maintaining normal peace-time 
markets is as essential as forward- 
ing the huge defense program, and 
that though we must make more 
battleships, planes and guns, pro- 
duction of automobiles, refrigera- 
tors and sewing machines cannot be 
relaxed. 

A present high government of- 
ficial, Assistant Secretary of War 
Robert Patterson, gave advertising 
the additional assignment of selling 
all segments of the population the 
conviction that if constitutional gov- 


ernment is worth enjoying, it is 
worth making sacrifices for, since | 
all must subordinate their  indi- 
vidual desires to the common goal. | 

Walter H. Gebhart, sales man-| 
ager, industrial division, Henry | 


Disston & Sons, 
head of the 


Philadelphia, and | 
NIAA chapter in that 
city, drew a dismal picture of the 
ultimate plight of manufacturers 
who concentrate on war orders to | 
the exclusion of their regular buy- 
ers and the rude awakening at the 
end of such a trail. Advertising, he 
asserted, is as essential in a sellers’ 
market as at any other time, as 
the last war proved. 

A cheering analysis of “The Trade 
Struggle South of Our Border” was 
presented by John Abbink, presi- 
dent, Business Publishers’ Interna- 
tional Corporation, who said that 
the assigned subject, however, is a 
misnomer, since the future of this 
country’s relations with Latin 
America is being determined at 
home. 

“If we choose and plan aright,” 
Mr. Abbink declared, “Hitler and 
all of his totalitarian satellites will 
prove only incidental nuisances on 
our road to hemispheric unity. I 
resent the implication of some that 
the additional 500 millions just pro- 
vided for use through the Export- 
Import Bank will be used to ‘buy’ 
Latin American friendship. South 
America is not unfriendly now. We 
can, however, reap the full measure 
of our friendship only when we 
are ready to extend real, rather 
than pretended, reciprocity. A 
friend does not ask another to 
undergo economic hardship without 
making some measure of 
when it is possible.’ 


recom- 
pense 
Nazi Progress Slow 

Mr. Abbink applied the cold sta- 
tistics of trade to Nazi penetration 
of South America, and struck a 
spark which warmed the hearts of 
his audience “At the beginning 
of this century,” he said, “Latin 
America bought about 25 per cent 
of her outside requirements from the 
United States. By 1938, this had 
increased to 36 per cent of a much 
larger total. In 1938, the last full | 
year for which a fair comparison 
may be made, Latin America bought 
as much from the United States as 
from Germany, Italy, France and 
England combined. 

“Thus the increase in 
Germany to all of Latin America 
from 1932, when Hitler came into 
power, to 1938, the last full year 
before the war eruption, was a 
scant 3 per cent, in spite of widely 
publicised barter schemes and 


sales by 


bg a a PU 
4 


| crease even more rapidly.” 


Why U. S. Will Win 

Mr. Abbink drew three conclu- 
sions from these figures. The first 
is that despite somewhat cavalier 
treatment by fhe 
Latin America trusts this country | 
more than she does Europe. The 
second is that not only are most 
classifications of American goods 
superior to the competitive brand, 
but that the Yankee salesman is 
still the world’s best. Finally, the 
statistical record shows that prod- 
ucts bought by Latin America from | 
Europe and Japan are largely bulk 


commodities, unidentified by brand 
names. Imports from the United 
States, on the contrary, consist 
chiefly of quality goods, marked 


with the manufacturer’s name and 
carrying his guarantee. 

Despite this optimistic viewpoint, 
Mr. Abbink closed on a warning 
note. Dozens of publications of 
every type in Latin America, in 
common with other overseas coun- 
tries, have been secretly purchased 
or subsidized by Nazi propaganda 
funds, he said. The export adver- 


United States, 


Bott Joins Filmack 


Leo P. Bott Jr., has been named 
advertising and _ sales promotion 
manager of Filmack Trailer Com- 
pany, Chicago. 


Home, to 
thousands 
of World 
ee Travelers 2 


Whenever and wherever well- 
traveled people meet and Phila- 
delphia is mentioned, immediately 
the “Bellevue”, its service, food, 
atmosphere, become the absorb- 
ing topic. Rates are reasonable. 


BELLEVUE 
STRATFORD 


IN PHILADELPHIA 
CLAUDE H. BENNETT, 


General Manager 


NUMBER SEVENTEEN . 


To those advertisers who realize 
as antiquated as Aunt Ff 


ourselves—the 
tool” 


More than that, within 


that happy balance of personnel that can lick the 
“special problem.” 
our job for 45 years. And, we'd like to make YOUR 
woblem ours . . . just as we have for a score of 
haney top American enterprises from East to West. 


daylights out of that 


OUR SERVICES INCLUDE 


ART WORK 

BLOTTERS 

BOOKLETS 

BOX WRAPS 

BROADSIDES 

CALENDARS 

CATALOGS 

CHRISTMAS CARDS, TAGS 
& SEALS 

CIGAR BANDS & LABELS 

COLOR PHOTOGRAPHY 

COPY (Direct Mail & Editorial) 

DIRECT MAIL CAMPAIGNS 

DISPLAYS 

ELECTROTYPES 

ENGRAVINGS 


TALENT TO ORIGINATE 


‘anny’s outdoor plumbing 
—and that today’s printer MUST have the talent to 
originate as well as the skill to produce—we present 
American 
e Ours is a full organization incorporating every 
needed to design and produce quality selling 
helps—from ideas to inks, dummies to delivery. 


series - COMPLETENESS 


ef . . . * . 
plain printin™ is 


Colortype Company. 


the organization we have 


It’s been 


FOLDERS 

GREETING CARDS 

HOUSE MAGAZINES 

JUVENILE BOOKS 

LABELS 

LETTERPRESS PRINTING 

MACYART (3rd Dimension Printing) 

MAIL ORDER COVERS, INSERTS, 
FLYERS 

MAGAZINE INSERTS & COVERS 

METAL SIGNS 

OFFSET PRINTING 

PAPER NOVELTIES 

PICTURE POST CARDS 

POSTERS 

WINDOW DISPLAYS 


SKILL TO PRODUCE 


AMERICAN COLORTYPE ‘COMPANY 


Printe 


"a inders obi the ea 


te 8 a . % E or iS 
es. 
re : 
a 
ar 
>< ——— a : 
a , a4 Pe ’ 
*ameus Cw oF. . Hs 
j a 
m4 
TASTE THK ONLY EREAD —t  r—“C—sY - 
BAKED Kee . a 
i Ss of i 
with Plenty of Rae. Cn tl 
Burrer ES * . 3 
>a sd 
i i ‘ 
Riiathienniiiietihionecdinaanan Me 
. : : a le 1] * Ta wa ayes -_ sitll j : 
6 Bi. ns = eo i * 4 ; 
. ] x cs | —. Se ™ i be, pa = ah a ie a is <8 a as oe a 4 Seen ‘ 
t 4 a <r RR ee ae a ? 
8 nnn «4 (7 ee ; “J 
11 eS 
2 é . 
+ ata 
a BLING ——— Me 
0 (Aoi ‘Ae “s \| (} 4 a 
; 2 , és 
0 oo 2 ele 2 
: Be ; 
a o 
} fae 
7 a —'+ ee = 
 _e SO Re NSN eS ee . 
£ 
a ‘9 see J t = A : . + b 
| = — ‘ 4 pi ¥. my ttre 7 «] 
on | ' Pe = 7” 
has . oo e J # 
Set ws & = 
Ei he Bie ¥, “ & > es , ; + ae 26 a “4 ee ft re . : . ee : z i> ai . “gS Oxy . Fe ; ; : > + , a via : ‘ 


30 


ADVERTISING AGE 


September 23, 1949 


Radio Stations 
See Danger in 
New Commission 


Washington, D. C., Sept. 19.— 
Suggesting that the Federal Com- 
munications Commission itself 
would welcome a change from the 
present six-month license system, 
the FCC has issued a blanket order 
renewing all radio licenses of stand- 
ard stations which made applica- 
tions for such renewal. 

The order provides that all au- 
thorizations expiring Oct. 1, 1940, 
shall be extended to March 29, 1941. 
Modified licenses to cover the new 
expiration date will be issued. 

Any satisfaction which this news 
might bring to licensees was 
blasted, however, by reports that 
President Roosevelt may create a 
special communications defense 
commission to coordinate all com- 
munications in an emergency. The 
commission’s immediate work 
would be confined to a 
which would lay the groundwork 
for invocation of Section 606C of 


the FCC Act should the need arise. | 


This section authorizes the govern- 
ment to take over, with equitable 
compensation, any communication 
facilities required in national de- 


| fense. 


survey | 


|meeting just 
pressed fears that an epidemic of| men had been 


The act also authorizes the |from the present situation and will | 
President to amend operating rules, | bring about the rising prices which 
as prescribed by the FCC, to fit de-| they ostensibly were formulated to 
fense requirements. ‘prevent. 


‘Pre-Retail : 


The Fisher Governor Company, 


- a > 
Marshalltown, Ia., has appointed 
Price Levels Weston-Barnett, Inc., Waterloo, to 
handle its advertising. Phillips 


| Taylor, secretary of the agency, is 


Under Scrutiny 
account executive. 


Washington, D. C., Sept. 18.— | 
KOME Joins NBC 


“The pre-retail price level” will | 
Station KOME, Tulsa, will be- 


undergo constant scrutiny by the 

Retailers’ Advisory Committee, rep- 
come affiliated with the National 
Broadcasting Company Sept. 29. 


resenting 52 national retail organi- 

zations, it was decided at a two-day 

session here. Retailers in all lines| The station will become a member 

will be asked to report any “unjus- 

tified price increases” at this level 

to their national trade associations. 
The committee, headed by Fred 

Lazarus Jr., vice-president, F. & R. 

Lazarus & Co., Columbus, O., also | 

decided to establish a central office | ager of the blend division of Schen- 


for dissemination of information to | ley Distillers Corporation, New 
the trade organizations. York. He has been with Schenley 


in sales, advertising and merchan- 
The Retailers’ Advisory Commit- \dising capacities since 1934. 
tee came into existence as the result 


Blue network. 


Greenlee in New Post 


| Walter R. Greenlee has _ been 
‘appointed sales promotion § man- 


|of an earlier conference of retailers | . 
with Harriet Elliott, consumer ad- Appoints George Carmany 
viser of the National Defense Ad-| George Carmany has been ap- 


the | Pointed sales manager of the Hotel 
| New Yorker. Larry Woods has been 
'made convention manager. Both 
associated with the 
campaigns will result! hotel’s sales department. 


visory Committee. During 
ended, dealers ex-| 


“Buy Now” 


Fisher Governor Appoints 


i 


* 
i 


Rae eek. Saag Ba 


LS ls 


& SMITH & 


neal 


3,500 Exhibits 
Shown at Mutual 
Insurance Meet 


Cincinnati, Sept. 17.—The Mutual 
Insurance Advertising and Sales 
Conference, held here this week in 
conjunction with the 45th annual 
convention of the National Associa- 
tion of Mutual Insurance Com- 
panies, featured the largest exhibit 
of general advertising material ever 
shown to the conference, with more 
than 3,500 pieces on display. 


Scores of awards were presented | 
/to the companies participating for 
of the Southwestern group of the | excellence in various types of adver- 
'tising and promotion work, such as 
‘direct mail, 
|zine advertising, 
| ete. 


newspaper and maga- 
folders, blotters, 


Northwestern Mutual Fire Asso- 
ciation, Seattle, of which B. F. Urch 
is advertising manager, 
highest number of awards, walking 


off with 10 firsts, 10 seconds, and 4 


thirds. Liberty Mutual Insurance 
Company ran a close second, also 
collecting 10 first awards, 
4 seconds and 4 thirds, for 
of six less than the 
bag. 

In third place was Central Manu- 


a total 
Northwestern 


facturing Mutual, which walked off | 


with 7 first awards. 
The conference will hold its 1941 


session in Los Angeles. 


Appoint Headley-Reed 
Stations WJAC, 
and WFBG, Altoona, Pa., 


New York, as national representa- 
tive. Both stations are affiliated 
with the NBC Red network. 


Katz Adds Leokum 


Arkady Leokum, formerly on the 
copy staff of George Bijur, New 
York, has joined the New York 
office of Joseph Katz Company in 
a similar capacity. 


Gibbs to “Resort World” 


George W. Gibbs, formerly with 


Traffic World, has been appointed 
advertising manager of Resort 
World. 


took the) 


but only | 


Johnstown, Pa., | 
have 
|appointed Headley-Reed Company, 


Rise in Coffee 
Sales Credited 


to Advertising 


New York, Sept. 19.—Record- 
breaking consumption of coffee jn 
this country last year is credited : 
increased advertising expenditure. 
according to a study prepared by 
the Commodity Research Bureay. 
'Ine., which points out that the sharp 


|increases in imports coincided with 
|\the campaign 


launched by Pan 
American Coffee Bureau. 
Between 1930 and 1939, coffe: 
,imports increased from 12,000,000 :, 
15,000,000 bags, or about three 
|times the gain that was warranted 
|by the population rise during t!} 
|same period, the study revealed. 
Although the gain cited was fo 
|a ten-year period, it was pointed 
‘out that the sharpest increases have 
been registered in the past two 
years, since the Pan American Cof- 
fee Bureau's advertising progra: 
got under way. 


‘Two Join BBDO 

| _D. Porter Bibb Jr., formerly with 
| Harry A. Berk, New York, and pre- 
viously head of his own agency in 
| Louisville, has been appointed di- 
‘rector of publicity of Batten, Bar- 
|ton, Durstine & Osborn, New York 
|Edwin P. Curtin has resigned from 
the promotion and development 
division of the New York World's 
Fair to join the BBDO publicity 
department. 


HUNTING & FISHING 
NATIONAL SPORTSMAN 


700,000 ABC GUARANTEED 


By 
506,100 buy 4 
4\3,530 quarts 


RESULTS 
J) Ba 


at ale and 


beer ©° 


month. 
inc 
sports SMA a aiie 


Boston, wanes 


“Behind the Job” 


A picture-paper bearing 
the above title tells the 
story behind the mer- 
chandising and adver- 
tising activities of some 
of our clients. . . factual- 
ly and without bragging. 
Write if you'd like to see 


the current copy. 


NEW yYoRK 


il CLIENTS 


Aluminum Company 
of America 


The Aluminum Cooking 
Utensil Co. 


Aluminum Ore Company 
Aluminum Seal Co. 


American Lumber 
& Treating Co. 


American Magnesium 
Corporation 


The Austin Company 
The Bassick Company 
The Bryant Electric Co. 
The Bryant Heater Co. 


Central National Bank 
of Cleveland 


Certain-teed Products 
Corporation 


Chase Brass & Copper Co 
Cleveland Fruit Juice Co. 


The Cleveland Railway 
Company 


The Climalene Company 


Commonwealth Shoe 
& Leather Company 


P. & F. Corbin 
Mark Cross Company 


The Crowell-Collier 
Publishing Company 
Detroit Steel Products Co 
B. F. Drakenfeld 
t Co., Ine. 
Emery Industries, Inc. 
Ferguson-Sherman 
Manufacturing Corp. 
Ford Tractors and 
Fercuson System 
Implements 
Firth Carpet Company 
Fostoria Glass Company 
The B. F. Goodrich Co. 
Brunswick, Diamond, 
Hood and Miller Tires 
Goodrich and Miller 
Drug Sundries 


Hercules Powder Company, 


Incorporated 


Kensington Incorporated 
of New Kensington 


Lewis & Conger 
Lincoln Bag Company 
Medo Photo Supply Co 


The National Screw & 
Manufacturing Company 


New York University 


CLEVELAND 
1501 Euclid Avenue 


Olney & Carpenter, Inc. 
The Patterson-Sargent Co. 
The Pennzoil Company 
Plymouth Cordage Co. 
Presto Recording Corp. 
Steel Founders’ Society 
of America 
The Strong, Carlisle & 
Hammond Company 
The Trundle Engineering 
Company 
University School 
Westinghouse Electric 
& Manufacturing Co. 
Westinghouse Electric 
Elevator Company 
Westinghouse Electric 
International Company 
Westinghouse Electric 
Supply Company 
Westinghouse Lamp Div. 
Westinghouse X-Ray Co. 
West Penn Power Co. 
The WGAR Broadcasting 
Company 
White Sewing Machine Co 
WIR The Goodwill Station 
The Wooster Rubber Co. 


. .. @re now supported by paychecks 
of the PHILADELPHIA Navy Yard than 


live in Albuquerque, Kalamazoo and 


Reno combined. 


PEOPLE 


... listen to KYW in its Primary Areo 


than live in all Rochester, Los Angeles 
Fort Worth and St. Louis combined! 


WESTINGHOUSE 
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PHOTOGRAPHI 


REVIEW OF 
THE WEEK 


CALLED BEST BUS TRAVEL DISPLAY 


Schuylkill Valley Line, Norristown, Pa., won the 1940 award sponsored by the 

magazine Bus Transportation for the best bus travel window display, with the 

arrangement shown above. Carl J. Nickel, head of the retail coordination de- 
partment of Lord & Thomas, was chairman of the awards committee. 


RUUD CONTINUES HUMOROUS COPY 


—$O | SWITCHED TO A 


RUUD GAS 


WATER HEATER WITH A + oy 
MONEL @:s'e= == 


Y 


cl) 1 


Nobody but Mr. Soglow would suggest wearing an overcoat 
when your shower is too cold. Our suggestion is more prac- 


into on the 


tical. For plenty of hot water — hot enough to ~~ 
Vater Heater 


chilliest morning—get a Ruud Automatic Gas 
with a Monel Tank 


Your shower will not only be hot but CLEAN. For the tank 
of a Ruud Automatic Gas \ ater Heater is solid Monel, the 
Miracle metal that can't rust and “dirty up” the water. That 
tank is Monel through and through—not plated, coated or clad 
That's why it's guaranteed for 20 years against leaks or failure 
due to rust or corrosion 


_ Why delay? Today —see your gas company, plumber or dealer 
in bottled or tank gas, and see how easy it is to start Monel- 
Protected Ruud Hot Water flowing from your faucets. And 
temember — Ruud Automatic Water Heaters burn gas, the 
Modern economy fuel. 


RUUD MANUFACTURING COMPANY, Pittsburgh, Pa. 


—— 


One of the fall campaign advertisements for Ruud Mfg. Company, which con- 
tinues its use of humor with a set of cartoon advertisements featuring such artists 
*s Soglow, Peter Arno and Richard Taylor. Copy runs in Better Homes & Gar- 
dens, Collier's, Holland's, Life and The Saturday Evening Post. 


tye cigh 


Members of the general committee in charge of the Advertising Gridiron Dinner which Chicago advertising men plan to 

“tender” to the industry Oct. 18 get together to think up some especially nasty cracks. Seated, C. C. Younggreen, John 

L. Meyer and C. H. G. Kuipers. Standing, Dade Epstein, F. H. Rasmussen, Chester L. Price, Frank McClure, Homer J. 
Buckley, chairman, Gordon St. Clair, Elon G. Borton, William Canfield and Ken Carpenter. (Story on Page 23.) 


EASTERN WHOLESALER PACKS COMPLETE U. S. GRADE A LINE 


UNPEELED HALVES 
APRICOTS 
MAY SYRUP 
PEELED WHOLE 
APRICOTS 
om muavy sre 


i San 
“S" 2 ) wr niet 
. 4 ’ 


RUIT. COCKTAIL 
 sstaicaes couse’ se 4 


New labels for the line of California 
fruit being packed for C. D. Kenny 
Company, Baltimore wholesaler, which 
feature the U. S. Grade A label and the 
notation that the fruit is packed under 
continuous inspection of the Department 
of Agriculture. The company plans to 
introduce other grades later. (Story on 
Page 14.) 


GENERAL MOTORS 


* 


PRESENTS ITS 
SECOND ANNUAL 


ORLON OF 
HOTOGRAPHY 


SATURDAY SEPT. 4-2 » 
SUNDAY SEPT. 15- 10x » 10>» 


DOUBLE PURPOSE 


AUDITORIUM GENERAL MOTORS L0G DETROIT 


ig =} 
DLO FITZGERALD 


/ kif J 
Tf ioe 
wu 


This window display, produced by Stand- 

ard Gravure Company for Stitzel-Weller 

Distillery, Shively, Ky., is unusual in that 

the top part, fully framed, may subse- 

quently be lifted out for a wall piece 

or used for any other purpose, decora- 
tive, promotional, or both. 


This attractive photograph formed the invitation to the second annual salon of 
photography held by General Motors in its auditorium in Detroit. 
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Nit ip RS? 


SANTA CLAUS 


PAYS EARLY VISIT TO NORFOLK 


September 23, 1949 


—— 


“ 


SANTA HITCHED HIS REINDEERS to the North Pole. . . ‘rode high, wide and handsome’ into Norfolk, on a 
battle-wagon - exactly 112 days ahead of schedule. 
Right this minute, Norfolk stores are packed and jammed with newly arrived defense-program workers . . . new faces 


who are upping our population by three and four figures every week. They are SPENDING MONEY ... spending 
money in a way America hasn't been accustomed to in a good many years. Here's proof: Norfolk department store 
sales were up 21 percent during the month of August! (Watch them in September, in October, in November and every 
month for years to come.) And, remember this: things have just started to hum down here in Norfolk and the Hampton 
Roads district . . . and before the rest of America even begins to feel the usual pre-Christmas business pick-up, Uncle 

Sam will have THOUSANDS of workers drawing whopping big pay checks every week - thousands more, in addi- 
tion to the thousands who have already come here. And they're high salaried workers. 


The business is here - right NOW! Check up and see if NORFOLK, VIRGINIA, isn’t the brightest spot on your 
sales map. If it isn’t, it should be! If it isn't, you can start breaking sales records just as soon as you can get a 
schedule started in Norfolk Newspapers. Combined circulation now exceeds 100,000 daily. 


244 gy con 

\\\ = \\ YARD 06 7 
NEWSPAPERS DOING A GREAT JOB For AoveRTIséRs ‘wa\Wauee 
IN ONE OF AMERICA’S “BUVINGEST MARKETS”: 
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" NORFOLK, VA. \ 
NORFOLK LEDGER-DISPATCH | 
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It's your opportunity . . . your sales picnic. All we can do is invite you to grab your share of this volume. pe Ws: -pisr® 
Norfolk's bristling with high-geared buying and low cost selling. 
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